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They are now carrying advertis- 
ing in New York taxicabs. I know 
a lot of people who won’t read the 
ads —they’ll be too busy watching 


the meter. 
bt * 


The bravest advertiser of the week 
was the Timken Oil Burner Com- 
pany, which ran large-space news- 
paper advertising in Chicago with 
the temperature close to 100, urging 
“Check up your heating require- 
ments now.” 

* * * 

ADVERTISING AGE published a news 
story in which an expert quoted St. 
Paul, but the headline writer cred- 
ited the reference to St. Peter. As 
R. O. Eastman pointed out, this is 
reversing the usual process of rob- 
bing Peter to pay Paul. 

* * a 

Lucky calls it “toasting.” Camel 
calls it “parching.” Looks as if it 
makes a lot of difference in the point 
of view. 

* cs * 

Shakespeare said that a rose by 
any other other name would smell 
as sweet, but then Shakespeare had 
very little experience as an adver- 
tising copywriter. 

* * * 

A big newspaper advertising cam- 
paign in behalf of the Arlington 
race-track in Chicago is now appear- 
ing. I’ve read all the ads, however, 
and it doesn’t say a word about how 
to purchase mutuel tickets that can 
be cashed later. 

* * * 

Now that The Saturday Evening 
Post has changed its day of publica- 
tion, a lot of people won’t be able 
to recognize Thursday any longer. 

* « + 

William Wrigley, Jr., complains 
that while nobody wants to know 
how Spearmint is selling, everybody 
asks him about the Cubs. The an- 
swer is easy—just dress the sales- 
men in uniforms, print their aver- 
ages and issue interviews when the 
stars fail to deliver the goods. 

* * * 


One of our sartorial scouts re- 
ported that during the advertising 
convention in New York recently 
Mayor Jimmy Walker appeared with 
an ensemble which included lavender 
tie, handkerchief and hosiery. Prob- 
ably he was making a play for the 
Harlem vote that day. 

* * * 


The world flyers completed their 
tour of this little marble of ours in 
nine days. They made the flight in 
less time than a lot of us required 
to pronounce the names of the places 
they flew over. 

* * * 


Someone discovered that it took 
the laundry at Roosevelt Field longer 
to wash and iron the aviators’ shirts 
than it did for them to fly around 
_the world. And at that the laundry 
had to accomplish a few heroics in 
order to get all the shirts back in 
the same bundle. 

* * * 

During the hot spell of the past 
week the stock market has been 
showing a lot of strength. The lead- 
ers should have been American Ice, 
Kelvinator and Coca-Cola. 


* 7 * 

Golfers object to the new ball, but 
they play it just the same. The pro- 
hibition enforcers should consult the 
U.S. G. A. 

Copy Cus. 


PLYMOUTH LINE 
TO ‘JUMP OFF 
ON JULY SIXTH 


Enters Second Phase of Its 
$3,500,000 Campaign 


Detroit, Mich., July 2—What is 
called the most intensive teaser cam- 
paign waged in this country will 
pass into the selling phase July 6 
when the veil will be torn aside to 
reveal the object of the advertising 
as the new Plymouth Four. 

The copy will be carried by 1,355 
newspapers, The Saturday Evening 
Post, Collier’s, The Literary Digest, 
American Magazine, The American 
Weekly, Better Homes and Gardens, 
True Story, Holland’s, Ladies’ Home 
Journal, McCall’s, The New Yorker 
and American Boy. 

In addition, 27 farm papers and 
5,320 outdoor structures will be used. 

“Floating power” is the dominant 
theme of the $3,500,000 drive. The 
advertising will assert that floating 
power is the most noteworthy con- 
tribution to motor design since the 
perfection of the self-starter and 
that the new Plymouth represents a 
complete triumph over the four- 
cylinder bugaboo of vibration, com- 
bining, for the first time, the 
smoothness of an eight with the 
economy of a four. 

The new car’s price tag is $535- 
$635, factory. 

Every phase of the campaign was 
dramatized, from the summons to 
newspaper representatives to come 
to Detroit to receive millions of dol- 
lars worth of contracts to the teaser 
advertising which launched it. 


How Dealers Help 


Retailers have been urged to help 
focus public attention on the new 
car. They were asked to induce 
newspapers carrying the advertising 
to provide reprints from the third 
teaser advertisement for distribution 
in parked cars, office buildings and 
any place where a prospect was 
likely to see and read it. 

They were also asked to arrange 
showings of the new Plymouth in 
hotel lobbies and elsewhere: engage 
vacant stores in prominent locations. 
blank out the windows and erect 
teaser window posters: park a 
flame-colored car at the curb in front 
of their sales rooms to draw crowds: 
nut a Plymouth in a large box in a 
vrominent nosition with a sign an- 
nouncing the box will be ovened 
July 6; have a telenhone girl call 
up car owners and ask them if thev 
have noted the mvsterv box: and 
have a public official perform the 
opening ceremony. 

The new Plymouth car is heing 
merchandised through the _ three 
sales divisions of the Chrvsler or- 
ganization. As recently announced 
in ApvEeRTISING AGE. Harry G. Moock 
was appointed general sales man- 
ager of the Plymouth Corporation. 
Sales directors were annointed from 
the Chrvsler Sales Corn.. Dodge 
Bros. and the DeSoto Motor Car 
Corp. in the persons of S. W. Mun- 
roe. J. W. Hutchins and J. F. Bovd. 

Mr. Moock handed out these 
orders: 

“The new Plymouth is more than 
a new model and it requires new 

(Continued on Page 10) 


Asheville, N. Car., July 1—Adver- 
tising rates held the center of the 
stage at the 29th annual convention 
of the Southern Newspaper Publish- 
ers Association here this week. 

The program listed as one of the 
topics: “Demands by advertisers for 
reduced advertising rates. Are rates 
too high at present?” 

After pondering this question, the 
association went on record as be- 
lieving that demands by advertisers 
for reduced rates “should be care- 
fully considered, and where justified, 
given.” 

Given even more careful scrutiny 
was the question of local and na- 
tional rates. By a majority vote in 
an open meeting, the association 
adopted the definition sanctioned by 
the American Newspaper Publishers 
Association rather than that recom- 
mended by its own committee, headed 
by Enoch Brown, Jr., of the Mem- 
phis Commercial-A ppeal. 

This committee made its report 
under three headings: “First, what 
is general advertising and what is 
retail advertising? Second, should 
there be a differential between ad- 
vertising rates? Third, what should 
this differential be and how should 
it be arrived at?” 


Favor Differential 


The committee believed there 
should be a differential between gen- 
eral and retail advertising but that 
in some instances this differential is 
too great and cannot be justified. 

As to the third question, the com- 
mittee believed two factors, which 
it specified, should enter into the de- 
termination of the difference between 
general and retail rates. One, it 
said, is the relation between the total 
circulation of a newspaper and its 
city and suburban circulation. The 
other is the cost of selling and serv- 
icing general advertising. 

The convention accepted the sec- 
ond and third recommendations as to 
differential and its determination, 
but took the view that the question 


New Local-National 
Definition Rejected 
by Southern Dailies 


NEW CHAIRMAN 


J. S. Parks, elected chairman 
of the board of the S. N. P. A. 


of what territory the rates should 
cover is one for the individual pub- 
lisher to decide. 

The resolution adopted reads: 

“Newspaper advertising is better 
designated as retail and general, 
rather than local and national. 

“Retail advertising is defined as 
advertising offering to sell to the 
public solely through one or more 
local retail stores owned, controlled 
and operated entirely by an adver- 
tiser whose signature and/or address 
appears in the advertisement.” 

The Southern organization agreed 
with the A. N. P. A. committee that 
this “is a concise definition that 
leaves it to the publisher to decide 
that everything else beyond that is 
either general or whatever else their 
rate card provides for.” 

The definition offered by the com- 


(Continued on Page 6) 


on a big scale. 


has been postponed to August 15. 


52 weeks. _ 


Last Minute News Flashes 


Scripps-Howard Experimenting with Radio 
Cincinnati, O., July 3—Station WFBE, recently acquired by the Cin- 
cinnati Post, will be used by the Scripps-Howard Newspapers as an ex- 
periment in combining radio and newspaper advertising, it is reported. 
The general opinion is that the successful operation of this low-powered 
station will mark the organization’s entry into commercial broadcasting 


Sell Motor Oil Through Department Stores 


New York, July 3—Penn-Rad motor oils will be sold exclusively through 
department stores on a franchise basis, the Radbill Oil Company of Penn- 
sylvania, this city, announced in The Saturday Evening Post this week. 

he Hirsch Advertising Agency handles the account. 


Postpone Magazine Duty Until August 15 


Ottawa, Canada, July 3—Application of the Canadian tariff of 15 cents 
a pound on American magazines, which was to have been effective July 1, 


Erwin, Wasey Stage Ward Broadcast 


Chicago, July 3—Erwin, Wasey & Co. started a daily coast-to-coast broad- 
cast over the N. B. C. for Montgomery Ward & Co., Chicago, July 1, to run 


WOULD MAKE 
ADVERTISING 
WORK HARDER 


Ellison Gives Details of Re- 
ciprocal Plan 


Chicago, July 2.— Believing na- 
tional advertisers can give each other 
valuable publicity without detracting 
from their own story, Clifford L. 
Ellison, advertising manager of the 
Brunswick - Balke - Collender Com- 
pany, has sold a number of others 
on his theory. 


A background is needed for every 
piece of copy, Mr. Ellison argues, 
and that background may as well 
mean something. He has success- 
fully passed this idea along to others, 
in some cases providing the art 
work as well as the suggestion. As 
a result, billiard tables and bowling 
alleys are appearing in much na- 
tional copy. 

Mr. Ellison is reciprocating when- 
ever possible. In one piece of copy 
now in hand, he proposes to show a 
refrigerator—not just any refrigera- 
tor, but the distinctive model of a 
manufacturer who helped put over 
his own story and that of the Bruns- 
wick - Balke - Collender Company at 
the same time. 


The benefits of the reciprocal idea 
to Mr. Ellison are indicated by the 
following: 

At first glance the half-page ad- 
vertisement of the Minneapolis 
Honeywell Regulator Company in 
the June 27 issue of The Saturday 
Evening Post appears to be a co- 
operative effort. A billiard table 
occupies the foreground of the illus- 
tration and the first paragraph 
speaks of the delights of the sport. 


Chesterfield Cooperates 


A Chesterfield newspaper adver- 
tisement picturing a billiard player 
was headlined, “It’s sureness of aim 
that counts.” The copy began, “Pre- 
cision and skill play their part in 
cigarette making, too.” 

A Wings advertisement was 
headed, “One moment when Welker 
Cochran and Willie Hoppe kept cool.” 
The illustration showed these bil- 
liard experts playing for the world’s 
championship. In this case, Mr. Elli- 
son secured statements from the 
subjects for inclusion in the adver- 
tisement. 

Another Chesterfield advertise- 
ment from the “In a cigarette it’s 
taste” series contained an illustra- 
tion of a billiard player several 
times as large as the Chesterfield 
package. The matching headline was 
“On the table it’s skill.” 

A Timken Oil Burner advertise- 
ment had as its general theme the 
transformation of the basement into 
living and recreation rooms with 
the installation of an oil burner. 
The billiard table crashed this one 
in company with a toy electric train, 
both being given larger illustrations 
than the product advertised. 

A Lucky Strike advertisement 
built up from the testimonial of 
Jimmy Smith, world’s champion 
bowler, was dominated by a photo- 
graph of Mr. Smith about to throw 
a strike. 

A Edison Mazda Lamp magazine 
advertisement was dramatized with 
a large illustration of a billiard 
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ADVERTISING AGE 


July 4, 1931 


player in the act of making a dif- 
ficult shot. The text tied up the 
game with the need for good illumi- 
nation. 

Some others who have used ideas 
and material furnished by Mr. Elli- 
son include the Pal Athletic Sup- 
porters, Cascarets, the Multigraph, 
Beech-Nut Mints and Liberty. 

Mr. Ellison elaborated on his idea 
in these words: 


Have Common Interest 

“Since national advertisers have a 
community of interest in the success 
of all nationally advertised goods, 
and since all share in the accelera- 
tion of business, why not make ad- 
vertising work harder for the com- 
mon good? 

“When an advertising manager 
studies the advertising of, non-com- 
petitors to help himself and at the 
same time add to the effectiveness 
of the other fellow’s copy, both 
benefit. 

“Advertising leaders agree we 
must find a way to create desire for 
new products and styles as rapidly 
as modern production can turn them 
out. This means we must do more 
advertising, the present volume of 
advertising must be made more 
effective, or both. 

“I think my plan affords a prac- 
tical means of stretching advertis- 
ing dollars. For example, our plans 
for a campaign beginning in the fall 
call for illustrations of children 
playing billiards in their homes with 
parents and other adults looking on. 

“We would be glad to have adver- 
tisers of furniture, home furnish- 
ings, clothing, personal articles, etc., 
bring their new products to our 
attention. We would be glad to give 
representation to as many new 
things as possible in these illustra- 
tions. 

Mr. Ellison concluded with this 
significant statement: 

“There are many angles to this 
proposition. One is that when an 
advertiser mentions billiards or 
bowling, he builds good will and 
wins the immediate attention of 
12,000,000 men and women who play 
those games, and of the many 
thousands of owners of public rec- 
reation rooms who are important 
outlets for many products.” 


HOW RECIPROCA 


While this copy was run 


L POLICY WORKS 


START FIRST 
NATIONAL COPY 
ONICE CREAM 


Chicago, July 2—Featuring 
Meadow Gold brand, superior qual- 
ity achieved by a new manufacturing 
process, a new package and the 
value of ice cream in the menu, the 
Beatrice Creamery Company, under 
the direction of Lord & Thomas and 
Logan, has launched the first na- 
tional campaign ever run on ice 
cream. 

The first season’s advertising will 
be confined to May, June, July and 
August. Outdoor and newspaper 
copy appeared late in May, the first 
in 30 cities and the latter in 100. 


Siam Registers Marks 


Washington, D. C., July 2— 
For the first time in history, 
the Kingdom of Siam has 
adopted legislation providing 
for the registration of trade- 
marks, the Department of 
Commerce has been informed. 

The act is effective October 
1 and applications are now be- 
ing accepted. 


by the Minneapolis-Honeywell 


Regulator Co., it contains a strong billiard table flavor. 


Explain Cigarette Tax 

Under the new Texas cigarette 
law, the stamps by which the tax is 
collected must be affixed to the re- 
tail package by the first seller in 


intrastate commerce within the 
state, the Attorney General an- 
nounced. 


Open Boston Office 
Hamilton DeLisser, Inc., publish- 
ers’ representative of New York, 
has opened a Boston office in the 
Park Square building, with J. J. 
Schwarz in charge. 


Get Nettleton Account 

The A. E. Nettleton Company, 
Syracuse, N. Y., manufacturer of 
men’s shoes, has appointed Barlow, 


Feeley & Richmond, of that city, 
as its agency. 


Ave you interested in this type of 


MARKET? 


I. 


A market of youth — impression- 
able, responsive to what is new 


and better. 


2. 
Be 


ing. 


A market that is constantly spend- 


A market that buys only items of 
immediate consumption — and 


buys again tomorrow. 


M4. 


A market thatisaccessible through 
a group of papers of the most in- 


timate appeal. 


De 


A market where merchandising 
effort yields the maximum 


effectiveness in sales. 


We have been serving advertisers in this vital 
market for nearly two decades. Let us tell you 
more about it. Address Collegiate Special Adver- 
tising Agency, 18 East 41st Street, New York, 


or 612 North Michigan 


Avenue, Chicago. 


ANNOUNCE PLAN 
OF RETIREMENT 


Chicago, July 2—While confirming 
a story printed in this paper last 
week, Albert D. Lasker, chairman of 
the board of Lord & Thomas and 
Logan, explained that the retirement 
of Paul V. Troup, for many years 
head of the media department, 
marks a new policy. 

Mr. Lasker said the agency has 
adopted a plan under which mem- 
bers of the organization who have 
given meritorious service over a pe- 
riod of years become eligible for re- 
tirement on request. He paid a 
warm tribute to Mr. Troup. 

“The 40 years’ service he has 
given to our company and to adver- 
tising,” said Mr. Lasker, “unques- 
tionably entitles him to be called 
dean of advertising agency space 
buyers. There are few men in ad- 
vertising today who have witnessed 
and participated actively in the 
growth of advertising agencies from 
the days of space brokers to the 
present time as has Mr. Troup. 

“Our own deep personal regret in 
making this announcement is only 
compensated by the recollection of 
over forty years’ association with a 
man whose sterling character and 
fine integrity have won for him the 
respect and admiration of his asso- 
ciates and of the advertising pro- 
fession.” 


George F. Barthe 
Joins Tyson & Co. 


George F. Barthe, former presi- 
dent of the Syracuse advertising 
agency of that name, has become a 
vice-president and manager of the 
newly-established Syracuse office of 
Tyson & Co., New York, in the State 
Tower building. 

Mr. Barthe took an engineering 
course at Saintes College, Saintes, 
France. His former agency special- 
ized in industrial advertising, as does 
Tyson. 


Heads Radio Group 


The Cleveland Advertising Club 
has formed a radio division, Hilton 
J. LaFaye, Motor Rim Company, 
being the first president. John Patt, 
WGAR, is vice-president, and Frank 
Hubbell, Hubbell Advertising 
Agency, secretary-treasurer. 


Start “True Story’ Series 


True Story Magazine, New York, 
will start a radio series over an 
N. B. C. network, July 6, through 
Young & Rubicam, New York. 


Joins Seattle Daily 
M. C. Maxwell, formerly of the 
Rocky Mountain News, Denver, has 
joined the advertising staff of the 
Seattle Post-Intelligencer. 


The newspaper advertisements, fol- 
lowing an introductory full page, 


consist of alternate half and quarter 


pages every Friday. 

The magazine schedule consists of 
three four-color spreads in the Sat- 
urday Evening Post, the first ap- 
pearing June 6 and the other two at 
four-week intervals. 

The tendency to localize the adver- 
tising is due to the fact that the 
company has no distribution West 
of the Rockies and very little in the 
South and some other sections. Even 
in its strongest territory, the north 
central west and eastern States, it 
is not represented in Chicago and 
some other large markets. 

However, as the campaign has a 
secondary objective in establishing 
the Meadow Gold brand name for 
the company’s other dairy products 
(milk, butter, cheese and eggs), it 
was considered advisable to take 
greater coverage than conditions 
would warrant otherwise. 


Discard Local Brands 


In order to stage the national 
campaign, the Beatrice Creamery 
Company is discarding a number of 
well known local brand names ac- 
quired by mergers and purchases. 
This is being done in most cases by 
combining the existing brand name 
with Meadow Gold. 

For example, in newspaper copy 
in Baltimore, the product is named 
Jersey Meadow Gold ice cream, and 
in Wichita, Copely Meadow Gold. It 
is planned to simplify all names to 
Meadow Gold next season. 

Terms used in merchandising the 
new process and package are 
“smooth - freeze” ice cream and 
“carry-home” package. The process 
is explained as a method of freez- 
ing in eight seconds which eliminates 
the formation of ice crystals. The 
package differs from the conven- 
tional ice cream carton in that it is 
sealed. 

Each advertisement brings the 
dealer into the picture with a soda 
fountain scene and the statement 
that the product is available at 
“your drug store.” The emphasis on 
the dealers is designed to reassure 
them. 

The company distributes milk and 
its other products direct to the con- 
sumer in many cities, and, with the 
advent of dry ice, dealers are some- 
what apprehensive lest the large 
dairy companies include ice cream 
in their wagon stock. Although it 
is possible to pack ice cream in a 
refrigerated package with dry ice, 
the likelihood of doing so is consid- 
ered remote by experts. 


Omit Talking Point 


This concern about the dealer also 
explains why the advertising makes 
no use of the excellent talking point 
that the product is packed and 
sealed at the plant under sanitary 
conditions. To do so might be con- 
strued by dealers as an implication 
that sanitary conditions in soda 
fountains leave something to be de- 
sired. Consequently, the advertising 
seeks to do an in-between-the-lines 
job on this point. 

Advertising in American Druggist, 
Chain Store Age and Drug Topics 
forms the foundation for the dealer 


“Sell as many pints as you buy,” is 
a favorite headline. 

Emphasis put on shrinkage found 
the dealers ready to admit that the 
average soda clerk, filling a measure 
under the watchful eye of the pur- 
chaser, cannot resist adding extra 
measure. Packaged Meadow Gold 
also appeals because of the saving 
of time and work. 

It will not be possible to judge the 
full value of the campaign in less 
than a year, as a peculiar trade cus- 
tom will retard dealer expansion. 
Like the breweries of old, the ice 
cream manufacturers contract with 
their dealers on a yearly basis, some 
continuing the analogy by helping 
in the purchase of a fountain. 


To Regulate Foods 


Containing Vitamins 

The Federal Food and Drug Ad- 
ministration will establish a labora- 
tory to study vitamins so that regu- 
latory work may be extended to 
foods advertised as containing vita- 
mins. 

Dr. W. G. Campbell made this an- 
nouncement June 30, the 25th anni- 
versary of the signing of the Federal 
Food and Drugs Act. 


Milton Bernet Takes 
Post-Graduate Work 


Milton Bernet, president of the 
Denver Advertising Club and adver- 
tising manager of the Mountain 
States Telephone Co., will spend his 
July vacation in taking a post-grad- 
uate course in business management 
at Harvard University. 

Ray M. Morris, vice-president in 
charge of the commercial depart- 
ment, is also taking the course. 


N.Y. Ageney Gunns 


Summer Offices 

A summer office at Southampton, 
L. I, has been opened by Literary 
Commodities, Inc., New York, with 
Miss Leonora de Lima Andrews, 
president, in charge. 

The purpose is to display clients’ 
merchandise to resort visitors and 
place display advertising in resort 
papers. 


Simon Salliotte Passes 

Simon M. Salliotte, 47, a charter 
member of the Adcraft Club of De- 
troit, died in that city last week fol- 
lowing a long illness. He was in the 
automobile field until his recent re- 
tirement. 

Mr. Salliotte won fame when he 
climbed the Majestic building, then 
the tallest in Detroit, every day for 
a month on a bet. 


New Pump Line-Up 

Henry L. Boyer has been ap- 
pointed manager of farm-suburban 
sales for Goulds Pumps, Inc., Seneca 
Falls, N. Y. Henry F. Miller is the 
new manager of industrial sales; 
W. G. Allen, engineering sales; J. B. 
Anderson, department of inquiry and 
estimate; and G. W. Cramer, adver- 
tising manager. 


Promote W. H. Jones 


_In a reorganization of its adver- 
tising department, the International 
Mercantile Association, New York, 
has named Walter H. Jones adver- 
tising director. He has been with 
the company for three years. 


Seize Misbranded Juice 

_ The Food and Drug Administra- 
tion of the United States Depart- 
ment of Agriculture has seized 2,000 
cases of adulterated or misbranded 


canned grapefruit juice shipped 
from Florida. . vats 
Editor O’Neal Dead 


Robert LeRoy O’Neal, 78, one of 
the founders and for 34 years editor 
of the Huntsville (Ala.) Mercury, 
died June 25. He served as postmas- 


drive. The keynote of this campaign, 


ter for nine years under President 
Wilson. 
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July 4, 1931 


BOOST PRICES 
OF CIGARETTES 
$17 MILLIONS 


Big Four Is Having an Interest- 
ing Summer 


New York, July 2.—Following 
the example of the R. J. Reynolds 
Tobacco Company, according to 
trade reports, the cigarette indus- 
try’s “Big Four” has taken steps to 
add $17,000,000 a year to its earn- 
ings and at the same time check 
price-cutting, which has been ram- 
pant in the field, by advancing its 
prices to jobbers. 

Camels have also emphasized the 
suggested resale price of 15 cents in 
their advertising for the first time. 

Reynolds notified jobbers of the 
new scale in telegrams reading as 
follows: 

“On and after June 24 list price 
of Camels will be $6.85, subject to 
the usual discounts. We have en- 
tered your order at old price for 
average two weeks’ supply of Camel 
twenties, based on previous pur- 
chases.” 

Within a few hours, similar an- 
nouncements were made by Lucky 
Strikes, Old Golds, Chesterfields and 
Piedmonts. 

The Tobacco Leaf commented as 
follows: 

“Up to three years ago the manu- 
facturers’ price for Camels, Lucky 
Strikes and other brands of this 
type had long been established at 
$6.40 per thousand. In April, 1928, 
the R. J. Reynolds Tobacco Company 
suddenly announced a reduction to 
$6, the other brands promptly fol- 
lowing the Reynolds lead, with the 
exception that Old Golds were re- 
duced to $6.10. Thus things ran 
along until early in October, 1929, 
when the $6.40 price was restored. 


Tobacco Stocks Respond 


“The effect of the price change 
announcement on Wall Street was 
immediate. American Tobacco Co. 
Common B opened Tuesday morning 
at 124% on 4,500 shares, an advance 
of 11 points. R. J. Reynolds jumped 
3 points to 53 on an 11,900-share 
turnover. Lorillard on 26,000 shares 
opened at 20, up 4% and Liggett & 
Myers Common B gained 7% points 
to 78, on sale of 3,500 shares. 

“The net advance in the price of 
cigarettes, after the discounts, is 
40.17 cents a thousand. On output 
of 43 billion, the additional annual 
income would be about $17,400,000. 
However, this will apply only for 
the latter half year so that the ad- 
dition to earnings in 1931, allowing 
for a further increase in output, 
will be approximately $9,000,000.” 

Camels have succumbed to the 
general trend toward highly com- 
petitive copy. Lucky Strikes have 
continued to feature their “exclu- 
sive toasting process,” and admonish 
the public, “Don’t rasp your throats 
with harsh irritants,” while Camels 
have replied, in the same issues of 
the same papers, in many cases, 
“Tobaccos like these require no 
parching.” The copy asked: 


“Parched” Tobacco 


“What good would it do to wrap 
Camel cigarettes in moisture-proof 
Cellophane if all of the natural 
moisture had been parched out be- 
forehand? 

“Parching, as you probably know, 
is a high heat process sometimes 
used in an attempt to reduce the 
burn and bite of harsh strong to- 
baccos.” 

While these two famous adver- 
tisers were throwing rocks at each 
other, the Liggett & Myers Tobacco 
Company stole into Chicago and 
established a cigarette-making ex- 
hibit in palatial quarters on Michi- 
gan Avenue. The exhibit will be 
permanent. 

The R. J. Reynolds Tobacco Com- 
pany, which cancelled all newspaper 


THEY’RE PRIZE WINNERS 
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These two young women carried off the major scholarships in 
the advertising course of the League of Advertising Women, 
New York. At left, Betty Simpson, secretary to C. A. Hoppock, 
account executive of McCann-Erickson, Inc.,;} and Mary Del- 
ahanty, secretary to Bartlett Hydorne, account executive of 


Young & Rubicam. 
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advertising in South Carolina be- 
cause of a dispute with the state 
tax commission, announced it will 
stay out until it wins the debate. 

In a letter to newspapers, Erwin, 
Wasey & Co., the Camel agency, ex- 
plained “we are told that Camel 
cigarettes (cellophane wrapped) 
cannot be sold in the state. Owing 
to the tax situation, it is unprofit- 
able for our client to continue to 
advertise.” 

The South Carolina law provides 
that the license stamp must be so 
affixed that its removal requires 
continual application of steam or 
water. Dealers whose stock are im- 
properly stamped are subject to 
fines and confiscation of stock. 

The stamp provided by the state 
would not adhere to the Camel Cello- 
phane wrapping and the commission 
suggested use of a preparation made 
by the state chemist to make it stick. 


Use Portable 
Talkies to Sell 
Each Prospect 


Lancaster, Pa., July 2—For the 
first time in the history of personal 
selling, talking moving pictures are 
being used to present the story of a 
new product to a single prospect. 

The Armstrong Cork & Insulation 
Company is employing this unique 
method of introducing Temlock, a 
new fibreboard insulation, to lumber 
dealers. 

Twin motor cruisers enable Arm- 
strong salesmen to transport their 
diminutive theatres to lumber deal- 
ers’ yards and stage a complete 
sound movie screening for one or 
more persons. Western Electric 
sound equipment is being used with 
the portable apparatus. 

This unusual sales presentation 
was adopted after tumbling tests of 
the equipment demonstrated the 
practicability of the plan. 


Former Publisher of 
N. Y. Daily Is Dead 


Edward St. John, publisher of the 
New York Evening Post from 1880 
to 1890 died in that city last week in 
his 82nd year. 

After leaving the Post, Mr. St. 
John became editor of illustrations 
for D. Appleton & Co., book pub- 
lishers. He founded Babyhood and 
from 1905 to 1929 was compiler for 
Sweet’s Architectural Catalogue. 


Three New Accounts 
Among new accounts of Whipple 
& Black, Detroit, are DeeWite, Inc., 
power boats; Lodge Motors, Inc., 
marine engines and Chum Blade 
Co., razor blades. All are in Detroit. 


Appoint O’Keefe 
The P. F. O’Keefe Advertising 
Agency, Boston, is planning a New 
England campaign for T. Noonan & 
Sons Co., of that city, cosmetics. 


N.Y. VOLUME 
IS 41-2 BILLION 


Washington, D. C., July 2.—Re- 
tail business in the five boroughs 
of New York City amounted to $4,- 
402,876,069 in 1929, the Bureau of 
the Census announced. 

The food group did 24.72 per cent 
of this total; apparel group, 15.66 
per cent; general merchandise group, 
13.67 per cent; automotive group, 
9.09 per cent; restaurants and eat- 
ing places, 7.47 per cent; furniture 
and household, 6.77; lumber and 
building, 3.99; and all other, 18.63 
per cent. 

Distribution was divided as fol- 
lows by types of outlets: 

Single-store independents, 60.35 
per cent; 2-store multiples, 6.71 per 
cent; 3-store multiples, 3.93 per 
cent; branch systems of 4 stores and 
over, 1.28 per cent; local chains of 
4 stores and over, 11.73 per cent; 
sectional chains, 6.02 per cent; na- 
tional chains, 6.90 per cent; mail- 
order houses, 0.81 per cent. 

House-to-house, 0.11 per cent; 
rolling stores, 0.01 per cent; leased 
department chains, 0.14 per cent; 
utility operated retail stores, 0.16 
per cent; manufacturer-controlled 
chains and sales branches, 1.79 per 
cent; other types of operation, 0.06 
per cent. 

Each borough’s share of the total 
was shown as follows: 

Manhattan, $2,515,421,000; Brook- 
lyn, $1,057,086,000; Queens, $413,- 
780,000; Bronx, $358,403,000; Rich- 
mond, $58,184,000. 


Publishers Merge 


Chicago Offices 


The United Business Publishers, 
New York, have arranged a consoli- 
dation of the Chicago offices of the 
Chilton Class Journal Co., Textile 
Publishing Co., Hart Publications, 
Dry Goods Economist, Jewelers’ Cir- 
cular Publishing Co., and Toy World 
Publishing Co. 

John Hoole will direct the inter- 
ests of Chilton, H. O. Loken will be 
in charge for Hart, R. R. Glenn for 
Toy World, Claud Wheeler for Jew- 
elers’ Circular, Ray Metzinger for 
the directory in the textile field and 
the consumer portion of the Hart 
Publications. W. J. McDonough will 
represent the Textile Publishing Co. 
and Dry Goods Economist. 


Moodie Transferred 


Bennett Moodie has been trans- 
ferred from Los Angeles to the Seat- 
tle branch of McCann-Erickson, Inc., 
as junior account executive. The 
Seattle office has moved to the Skin- 
ner Building. 


H. E. Woodward Dead 


H. E. Woodward, widely known 
printer and member of the Advertis- 
ing Club of St. Louis, died in that 
city last week. 


No. 69 of a Series 


ONE-EYED 


CONNOLLY 


THE GATE-CRASHER 


= : 


\X/- haven't heard much about One-eyed Con- 
nolly lately, but in his day he was the champion 


gate-crasher of the Western Hemisphere. Nobody ever 


wanted him in and the cops threw him out when they 
found him there, but he always seemed to be there, in 
most cases down in one of the choice ringside seats 
behind the press box. 

One-eyed Connolly has a lot of rivals among the 
magazines. A magazine is a guest in the home. When 
it is paid for, it is a welcome guest. When it is pushed 
off on the host against his wishes, it is a gate-crasher. 
It comes in where no welcome awaits it. 

Subscriptions carried in arrears come in the gate- 
crashing list. The mere fact of arrears indicates that the 
subscriber doesn t want the magazine. Furthermore he 
won't pay for it and he may very much resent its 
presence where it isn’t invited. The publisher con- 
tinues to send it as a very pretty personal gift with the 
hope that the host will weaken. 

By adding gifts of subscriptions in arrears to the 
further gift of short term bargain offers, a magazine 
can build up an imposing circulation. Whether this 


gate-crashing circulation is any more valuable to the 


advertiser than One-eyed Connolly was to the prize 
fight box office is a question for the advertiser himself. 

Scribner's has no subscriptions in arrears. When it 
comes up on the front porch, the host is there to 


welcome it. 


SCRIBNER'S 
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Make the Window Part of the Plan 


A good many advertisers are con- 
stantly struggling with the problem 
of getting the proper installation of 
their window and counter display 
material by retail merchants. One of 
the reasons for their difficulty is that 
the display program is not closely 
enough related to the general sales 
plan. In other words, the retailer 
can use it or leave it alone, without 
feeling that he has omitted a vital 
feature of the merchandising oper- 
ation. 


This is not to say that the matter 
of installation and use of display 
material should not be given plenty 
of attention from the point of view 
of careful checking to insure maxi- 
mum utilization. The mechanics of 
insuring good display results in re- 
tail stores are not simple, and they 
cannot be overlooked without danger. 
But the problem is more than the 
simple mechanical one of providing 
facilities for the installation of the 
displays. 

The question goes deep into the 
whole question of the merchandising 
program. Have you a central idea? 
Is there a definite sales program in 
the carrying out of which the mer- 
chant must play a part? Does he 
recognize the fact that if he does not 
use the display, he is failing to get 
the benefit of the promotional efforts 
which the manufacturer has been 
making through advertising and 
otherwise in behalf of the sale of the 
product? 


If the display and the message it 


Does Advertising 


A national advertising manager, 
whose company is a leading manu- 
facturer of candy, commented on the 
situation the other day. He was mop- 
ping his brow, in view of the exalted 
position of the mercury, and his gen- 
eral attitude was rather pessimistic, 
perhaps a reflection of business con- 
ditions. What he said, however, was 
challenging. 


“Advertising costs too much,” he 
asserted. “Certainly it is too expen- 
sive for candy manufacturers. The 
margin of profit isn’t there, and we 
have got to find a way to get our 
story to the public in a less expen- 
sive form.” 

This advertiser has been in the 
habit of using large space, four- 
color plates and high-class art work 
in his advertising. That is all splen- 
did. However, it suggests that his 
idea of “advertising” is the biggest 
and best possible job, both as to area 
covered and quality of material used. 
The best may be none too good for 
this product, but is it the only prac- 
tical form in which his story can be 
presented to present and prospective 
users, as well as the trade? 

Advertising is the most flexible 
thing in the world. The little neigh- 
borhood tailor can use it with the 
expenditure of a few letters and post- 


features represent an integral and 
vital part of the merchandising plan, 
it will be used almost without ques- 
tion. That is the verdict of window- 
display experts, who remind the ad- 
vertiser that it is putting the cart 
before the horse to talk about instal- 
lation problems before they have 
tackled the only basic problem of 
installation—correct tie-in with the 
selling program. 


Many national advertisers are 
realizing the significance of this 
comment, and are building display 
programs that are not separate and 
distinct from the rest of the mer- 
chandising effort, but are just as 
much a part of it as the advertising 
copy. When they succeed in doing 
this, they immediately get away 
from most of their serious problems 
in the installation end of the busi- 
ness. 


For example, Squibb some time 
ago ran a campaign featuring the 
idea of having a complete medicine 
cabinet, made up of standard Squibb 
products. This was a good merchan- 
dising idea, because it played up the 
fact that the druggist could supply 
a lot of items which the individual 
consumer might not have been in 
the habit of purchasing. That was 
something the retailer naturally was 
glad to contribute to. Consequently, 
when the Squibb display, showing a 
medicine cabinet, came along, there 
was not only no difficulty in getting 
the druggists to use it, but they 
were delighted to participate by dis- 
playing the material. 


Cost Too Much? 


age stamps, and for his purpose do 
just as complete a job as General 
Motors. You can buy a little of it, 
and use it effectively, or you can buy a 
lot and spread it around generously. 
But in any case, it isn’t the amount 
of the expenditure that counts, but 
the way in which its use is adapted 
to the merchandising problem. 


General Motors talks of a car for 
every purse and purpose. That 
means Chevrolets as well as Cadil- 
lacs—and they sell a lot more Chev- 
vies than sixteen-cylinder Cadillacs. 
The man who isn’t in the market for 
the top class—it costs too much— 
doesn’t refuse to ride because of that 
fact, but picks out a car which meets 
his requirements and comes within 
his financial limitations. 


With the amazing flexibility of 
advertising, with reference to type 
of mediums, selectivity as to loca- 
tion, extent and character, cost fac- 
tors, etc., the answer to any problem 
based on the amount to be spent 
can’t possibly be, “It costs too 
much.” It should rather start with 
the question, “What specifically do 
we want to accomplish?” and pro- 
ceed to the selection of the particu- 
lar method and mediums that the 
objective and the financial limita- 
tions indicate. . 


Information 


for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager o7 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


265. Distribvtion by Cities and 
Towns of “Style Sources.” 

This booklet, published by Fair- 
child Publications, New York, shows 
where readers of Style Sources are 
located, how many there are in each 
city and town, the population of 
each place reached, the circulation 
in each State, and how many cities 
and towns are reached in each State. 


266. Kansas Analyzed. 


How many farms are there in 
Kansas and where are they located? 
“Kansas Analyzed,” a 40 page book- 
let issued by the Kansas Farmer, 
Topeka, answers this question and 
many others with dotted maps of 
the State. In the different instances, 
the dots represent 100,farms, 10 
tractors, 125 motor cars, 3,000 hens, 
etc. 


267. How to Judge Circulation. 


Believing reader analyses based 
on scattered returns from question- 
naires are misleading or inadequate, 
the Review of Reviews, New York, 
is securing a complete vocational, 
economic and family personal re- 
port about all its readers in a given 
city. The results for Youngstown, 
O., and Atlanta, Ga., are now avail- 
able in brochures. 


268. Small Town America Is 
Growing. 

This booklet, published by Woman’s 
World, Chicago, contains a study of 
small town and rural trends by Ed- 
mund deS. Brunner, professor of 
rural sociology, Columbia Teachers 
College. It analyzes the increase of 
5 per cent in rural population dur- 
ing the past decade, the population 
increase in villages, increase in num- 
ber of village business establish- 
ments, growth of farm units, ete. 


269. Survey of Domestic Oil Burner 
Sales in Philadelphia—1931. 
This survey by the Philadelphia 
Inquirer serves as a guide to the 
Philadelphia market for oil burners 
and as a means of determining sales 
quotas for city districts. Income, 
education, occupation, rentals and 
nationality are shown to be the de- 
termining factors in influencing sales 
on this product. 


270. 


93 Ways to Increase Results 
from Direct Mail. 


Suggestions for planning direct 
mail campaigns in this booklet from 
the Sales Guild, New York, cover 
format, copy, compilation of lists, 
gauging expenditures, number of 
selling impacts and how to tie up 
with other selling effort. 


271. A Fact-Picture of the Food 
Fields. 


Statistical information on produc- 
tion and consumption of foodstuffs 
has been made available in this 
brochure published by Food Indus- 
tries, New York. It charts the value 
of manufactured foods, the growth 
trends in food manufacturing, where 
food is manufactured and where it 
is consumed, how food enters world 
trade, and summarizes revelant data 
from the 1929 Census of Manufac- 
tures. 


239. To Serve You. 


A profusely illustrated booklet 
describing the service available to 
advertisers through the National 
Register Publishing Co., New York, 
publishers of the Standard Advertis- 
ing Register and National Advertis- 
ing Records. 


21. The Hospital Field. 

Business depression? Here’s one 
group which hasn’t heard of it. 
Hospitals are running at capacity. 
Hospital Management’s booklet tells 
all about it. 


TAKING THE ADVERTISER AT HIS WORD 
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—Dry Goods Economist 


“I want a corset to make me look like this.” 


First to Color Coal 


To the Editor: ADVERTISING AGE 
recently reported a coal company 
coloring its coal red was the first to 
adopt this trade-mark. The Dela- 
ware, Lackawanna & Western Coal 
Company was the first in this field 
with a blue tinted trade-marked an- 
thracite which has been on the mar- 
ket since Sept. 22, 1927, when the 
first carload was shipped to the H. 
H. Babcock Company, of Rochester, 
N. Y. It is now on sale in many 
other cities. 


“Blue coal” is mined by the Glen 
Alden Coal Co., world’s largest pro- 
ducers of anthracite. It is being 
advertised in nearly 200 newspapers 
and on 1,000 outdoor advertising 
structures. 
REMO M. LOMBARDI, 

Delaware, Lackawanna & Western 

Coal Co., New York. 


* * * 


To Show Insurance Copy 

To the Editor: It may be of inter- 
est to your readers to know that a 
rather extensive advertising exhibit 
is being planned in conjunction with 
the 26th Annual Convention of the 
National Association of Mutual In- 
surance Companies to be held in Chi- 
cago, October 5 to 8. 


The purpose is to stimulate greater 
thought and activity in advertising 
by the several thousand mutual in- 
surance companies in the country. 
Inquiries received indicate that sev- 
eral hundred companies from all sec- 
tions of the country will be repre- 
sented. 


M. P, LUTHY 
Chairman, Advertising Exhibit 
Committee 
* * * 


Boy, Page Mr. Browne 


To the Editor: Burton Browne, 
automobile editor of the New York 
Sun, and I are founding the Burton 
Browne Association for no good rea- 
son. So far we have found that those 
who are eligible for membership are 
a piano player in vaudeville and a 
free-lance writer in Nova Scotia. 

If you will give a blast on the 
trumpet and announce to the so- 
called advertising profession that 
any other unfortunates so named 
are eligible, we will greatly appre- 
ciate it. 

BuRTON BROWNE 
Advertising Manager 
Silver-Marshall, Inc., Chicago 

* * o* 


Where Will It End? 


To the Editor: Enclosed please find 
check for subscription, which is long 
overdue. Had your annual rate been 
$10 you would have probably been 
paid long ago, as most of us for 
some unknown reason let tiny bills 
run along. ; 

However, I have helped your game 


- Voice of the Advertiser 


“BLUE COAL” COPY 


The@ NMBLUE COLOR 
> RTIFICA ALITY 
Sy ov crvcneoromn 


Moned by 
GLEN ALDEN COAL CO. 
Orstrsbuted 


by 
DL&WCOALCO 


THE COLOR GUARANTEES THE QUALITY 


along and so far as I know have sold 
ADVERTISING AGE to at least half a 
dozen of my preferred friends. That 
however, was only the start, as some 
of my friends have sold ADVERTISING 
AGE to their friends and it’s going 
on that way. 

Keep up the good work of attain- 
ing new altitude records for pub- 
lishing the sort of material that 
people like to read, whether they’re 
selling ads or buying ’em. 

Harry L. PFEIFFER 

Wall Street Tomorrow, New York 


* * * 


Charter Member 


To the Editor: I am glad to take 
advantage of your special offer and 
enclose my check for $2.00 in pay- 
ment for a three-year subscription 
to ADVERTISING AGE. Even at the 
regular yearly subscription rate, I 
consider ADVERTISING AGE the big- 
gest bargain I have as yet en- 
countered in my limited experience. 

As one of your charter subscribers, 
I venture to say that your publica- 
tion should be classed as a household 
necessity for anyone interested in 
advertising, whether he be an expert 
or an humble amateur like myself. 
I would very much dislike to have to 
do without it. 


F. J. BoHL 
Peoria Life Ins. Co., 
Peoria, Ill. 

* * * 


Yes, Yes, Go On! 


To the Editor: Here’s your dol- 
lar! 


A couple of years ago I would 
have said there was no reason on 
earth why another advertising pub- 
lication should start up. But you 
folks have certainly made room for 
yourselves in the picture. 


HARRY CLATFELTER 
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ADVERTISING AGE 


GIBBONS HELPS 
SOHIO TO SWAP 
BRANDS OF GAS 


Cleveland, O., July 2.—“It took 
considerable intestinal fortitude on 
April 1,’”’ Wesley Smith, advertising 
manager of Standard Oil of Ohio 
admits, “to scrap our old ‘Red 
Crown’ trade-mark for our regular 
gas and substitute something en- 
tirely new. ‘Red Crown’ had done 
service for 25 or 30 years. 

“But we did it, successfully, in 
three months. The first month of 
the change, April, the volume of 
business on the improved regular 
gas under the new name of ‘X-70’ 
was the greatest in the history of 
our company. 

“We decided on this name after 
going over a consumer survey which 
listed 200 different brands of gaso- 
line. To use the logical name, such 
as ‘Improved Red Crown’ would 
have merely added to the existing 
confusion. The gas was actually im- 
proved by a new refining process 
developed by our laboratory which 
we call ‘heat tempered,’ making it 
anti-knock. 

“We are opposed to claim adver- 
tising and wanted to steer clear of 
anything that smacked of that qual- 
ity. So we went to the laboratory 
and got the ‘X-70’ thought, based 
on one of its symbols. It could be 
tied up well with our ‘Sohio Ethyl’ 
brand by making the term ‘heat tem- 
pered’ apply to both gases. 

“Incidentally for the past two 
years we had concentrated most of 
our attention on our ‘Sohio Ethyl,’ 
to the considerable neglect of ‘Red 
Crown.’ The laboratory development 
was an opportunity to promote our 
regular grade with the changed 
name without doing anything more 
than inferring quality and perform- 
ance—no claims or shouting of im- 
proved, better, or best. 


Fast Work Indicated 


“But the job had to be done with 
a bang! It is my thought in adver- 
tising, that the ordinary channels 
must be strengthened with some- 
thing spectacular and unusual. 

“Our unusual feature on this 
‘X-70’ campaign was the employ- 
ment of Floyd Gibbons to write six 
advertisements which appeared 
weekly for six weeks in 135 news- 
papers, automobile publications, and 
chamber of commerce publications 
throughout the State. He appeared 
on the radio once. 

“Before the conclusion of the first 
six weeks, our new ‘X-70’ was an 
established success. And that was 
from a cold start.” 

Here’s a sample of Gibbons as a 
newspaper copy writer: 

“Got a new little friend with me 
today. Boys and girls—meet Ethyl. 
At that, I guess the introduction’s 
hardly necessary; because in this 
day and age there are mighty few 
people who haven’t had a ride with 
Ethyl. The reason I brought Ethyl 
around to our party—well, it turns 
out that Ethyl’s the big sister of 
that amazing new heat-tempered 
Sohio X-70 I’ve been sounding off 
about. 

“With Sohio Ethyl in the car, 
whichever road you travel becomes 
a shorter, smoother, leveler, pleas- 
anter road. And those lofty-browed 
Sohio research scientists I’ve been 
playing around the dynamite dump 
with—they tell me if you add heat- 
tempering to Sohio Extra-Ethyl 
you'll feel like challenging Captain 
Campbell—and giving him his own 
choice of sand, dirt or cement.” 


Service Agency Takes 


Entire Lower Floor 

The entire lower floor of the En- 
terprise Building, Charleston, S. C., 
has been occupied by the Carolina 
Advertising Service, which has 
heretofore held forth in upper of- 
fices in the same building. 

K. R. Cotton, president of the or- 
ganization, said 6,000 square feet 
of floor space is utilized for the sign 
shop, warehouse, window display de- 
partment and office. 


CLUB LEADER 


Ned B. Abbott, secretary of the 
Randall Co., St. Paul printers, who 
was recently re-elected president of 
the Town Criers Club. 


130 Newspapers 


Now Offer Two 
Or More Colors 


Chicago, July 2.—No less than 
130 newspapers of the United States 
and Canada now offer two or more 
colors in their regular editions, ac- 
cording to a survey by the Chicago 
Tribune. Western dailies have been 
quicker to adopt color than those in 
the East, the Tribune found. 

The Lincoln (Neb.) State Journal 
has secured some unusual effects 
with yellow, red, blue and black by 
employing reversible units with 
color attachments. 

Other papers using two or more 
colors are the Minneapolis Journal, 
Minneapolis Star, Spokane Spokes- 
man-Review, Jacksonville (Fla.) 
Times-Union and Hollywood (Cal.) 
News. 

Color is by no means confined to 
large cities, however. The Tribune 
reports it is available in the Janes- 
ville (Wis.) Gazette, Kewanee (Ill.) 
Star-Courier, Champaign (I11.) 
News-Gazette, Peoria (Ill.) Tran- 
script and Benton Harbor (Mich.) 
News-Palladium. 

The Des Moines Register and 
Tribune, Omaha _ World-Herald, 
Rocky Mountain News (Denver) 
and Seattle Daily Times are other 
papers carrying color. 

“At least 16 Canadian papers and 
two in Hawaii have gone into color,” 
commented the Tribune. “In the 
East progress has been slower, but 
some papers have taken it up. The 
Erie Dispatch is equipped to print 
three additional colors. The Troy 
(N. Y.) Times and Wilkesbarre 
(Pa.) Times-Leader have each ap- 
peared in two colors.” 


Heads Industrials 


Glen Eddy, advertising manager 
of the Ohio Brass Co., Mansfield, 
O., has been elected president of the 
industrial division of the Cleveland 
Advertising Club. 

John R. Booher, Cleveland Tram- 
rail division, Cleveland Crane & 
Engineering Co., is vice-president; 
L. eber, Osborn Mfg. Co., 
secretary, and Vernon W. Baxter, 
National Screw & Mfg. Co., treas- 
urer. 


Lower Earnings for 


Remington-Rand Inc. 

Net profit of Remington Rand Inc. 
and subsidiary companies for the 
year ended March 31, 1931, was 
$1,411,388, compared with $6,057,- 
625 for the previous year. 

The showing is regarded as sat- 
isfactory in view of conditions. 
Sales fell from $64,180,000 to $47,- 
398,000, and their cost from $28,- 
137,000 to $21,081,000. Net profit 
before charges was $4,037,760. 


Turn Greeters 

Blair Foster, of the Foster & 
Kleiser Co., has been appointed 
chairman of the hospitality com- 
mittee of the San Francisco Adver- 
tising Club, which will welcome dis- 
tinguished visitors to the city. A. B. 
Mueller is the new chairman of the 
attendance committee, 


RIPLEY PENS 
$5,000 A WEEK 


Carteonist Earned Another 
$3,000 in Vaudeville. 


Ripley’s famous “ Believe it or 
Not” cartoons are a regular 
feature in the AMERICAN 
DRUGGIST. 


Hearst 


+5000 a week | 


»~». and American Druggist 


gladly pays a part... 
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EETING and improving 
upon the high standards 
previous issues have established, 
is the only editorial competition 
AMERICAN DRUGGIST recognizes. 


Doing this job issue after issue 
is a lot of fun. But it isn’t a 
game we play—it is a pledge we 
are keeping. A pledge to over 
25,000 paid subscribers that we 
will provide an interesting phar- 
maceutical business magazine 


for them to read every month. 


So it isn’t strange that these un- 
believable facts of Bob Ripley’s 
are to be found in the AMERICAN 
DRUGGIST. They are interesting. 
They belong there. They repre- 
sent the type of editorial feature 
that arouses and sustains reader 
interest. And we gladly indulge 
in the intelligent extravagance 


necessary to secure such features. 


It is worth while to note that the 
advertising man defines “reader 


interest” as “Pulling Power”. 


* 
Magazines 
MOTOR—AMERICAN DRUGGIST—AMERICAN ARCHITECT — AROMATICS 

57th Street at Eighth Avenue, New York, N. Y. 


Burdens Gone, 
Business Is 
Making Gains 


New York, July 3.—Business in 
the United States has rid itself of 
all unnecessary overhead burdens 
accumulated during the prosperity 
period. Thoroughly liquidated, it is 
now extremely sensitive to all in- 
fluences and ready to respond to the 
slightest stimulus. 

This is the consensus of 155 edi- 
tors of technical, trade, service and 
professional business papers—mem- 
bers of the National Conference of 
Business Paper Editors and The As- 
sociated Business Papers—as_ ex- 
pressed in their eighth semi-annual 
survey. 

While they do not find that the 
upturn of business has been reached 
generally, these editors report that 
in certain fields signs of improve- 
ment have already been observed. 
Such industries include the auto- 
motive equipment and parts section 
of the automobile industry, chemi- 
cals, machine tools, electric power 
production, textiles, commercial bak- 


eries, furniture manufacturing, con- 
struction, meat packing, shoe re- 
tailing and radio broadcasting. 

The editors report that aggressive 
merchandising in which manufac- 
turers and retailers co-operate to 
develop goods that will sell under 
present-day conditions has charact- 
erized business for the six months 
just closed. They state that, in the 
main, inventories of raw materials 
and finished products are now so 
depleted that replacement buying 
cannot be much longer postponed. 


Phoenix Hosiery 


Out of Underwear 

The Phoenix Hosiery Company, 
Milwaukee, has discontinued its 
underwear division and will con- 
centrate on hosiery. 

The company manufactures hosi- 
ery for men, women and children. 
Employes of the underwear plant 
have been absorbed by the hosiery 
division. 


Place Resort Copy 
The E. H. Brown Advertising 
Agency, Chicago, is placing news- 
paper copy for the Chambers of 
Commerce of Ludington, South 
Haven, Holland and Muskegon, 


Mich., and Rhinelander, Wis. 


McEachren to Buy 
Newspaper Space 


A. A. McEachren, who has joined 
Henri, Hurst & McDonald, Chicago, 
will serve as a buyer of newspaper 
space, and not as manager of the 
media department, as reported by 
ADVERTISING AGE. 

N. H. Pumpian, who has served 
as director of media for many years, 
continues in that role. 

Paul B. Terhune has joined the 
agency’s copy staff, coming from 
the Leachman organization, Chicago. 


Bar Broadcasts of 
Unlicensed Insurers 


The South Carolina Insurance 
Commissioner has_ notified WIS, 
Columbia, to cease broadcasting for 
an unlicensed insurance company. 

The Commissioner also threatens 
to invoke a law inflicting penalties 
on unlicensed companies soliciting 
business. 


Joins Comer Agency 


Stanley H. Jack, who resigned 
from Loomis-Baxter-Davis & Whal- 
en, Kansas City, June 1» has joined 
the Russell C. Comer Advertising 
Company, of that city, as account 


executive. 
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RATES ENGROSS 
NEWSPAPERS AT 
ANNUAL MEET 


(Continued from Page 1) 


mittee of the Southern Newspaper 
Publishers Association read: 

“Newspaper rates are better desig- 
nated as retail and general rather 
than as local and national. 

“An advertiser shall be entitled to 
retail rates only when he sells direct 
to the consumer through one or more 
retail stores which he alone owns 
and controls. If the retailer named 
is also territory jobber, wholesaler, 
or distributor, the advertising is not 
local retail copy. 

“Retail rates apply to cooperative 
advertising confined strictly to a 
group of bona fide retail advertisers 
provided advertising is paid for by 
the merchants involved. 

“General rates apply to all coop- 
erative advertising where both gen- 
eral and retail advertisers are in- 
volved. 

“General rates apply to advertis- 
ing over signatures of two or more 
retailers of separate ownership offer- 
ing product of same manufacturer, 
except where a general campaign is 
running in one of the local daily 
papers. In this instance, city dealers 
are entitled to retail rates on coop- 
erative advertising where jobbers’ or 
distributors’ names are not listed. 

“General rates apply to all adver- 
tising other than that of strictly 
bona fide retailers selling at retail 
exclusively, paid for entirely by 
themselves and offering goods or 
service to the consumer at outlets 
owned by themselves, without refer- 
ence to whether the copy is placed 
direct or through an advertising 
agency.” 

No action was taken on the spe- 
cial committee’s recommendation as 
to the amount and type of service 
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HOW REFRIGERATOR EXPERT CARRIES SAMPLE 
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E. E. McMullen, of St. Louis, president of the Norge Company of Missouri, has had a 
Cord automobile built to order to provide transportation for a Norge electric refrigerator. 
The refrigerator is operated by an extra 12-volt battery. Howard E, Blood (left) president 
of the Norge Corporation, is shown congratulating Mr. McMullen on his enterprise. 


to be rendered national advertisers. 
The code offered read: 


Suggested Code 


“We will furnish facts about pop- 
ulation, climate, industrial, financial 
and agricultural conditions. 

“Furnish statistics regarding 
rents, wages, etc. 

“Furnish facts regarding distri- 
bution of luxuries, modern conven- 
iences, buying habits, water supply, 
rail and water connections, etc. 

“Make analysis of dealer, jobber 
and local manufacturing conditions 
and furnish names and addresses of 
leading retailers and jobbers in each 
line. 

“Make general investigations 
among the jobbers and dealers cov- 
ering merchandising, public demand 
and competitive conditions of vari- 
ous lines and products. 

“Endeavor to get retailers to use 
space in connection with the general 
campaign. 

“Furnish route lists for salesmen 


Subscribe Now! 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


will keep you 


significant developments in all | 
branches of advertising. 


$1 a Year---52 Issues | 
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Advertising Age, 
537 S. Dearborn St., 
Chicago 


You may enter my subscription for one year. I 
enclose $1 (check, currency, or money order). 


NS. : 5 S's » dpiblinwsbbe axmendis sik X din 6 


Sell Bathing Caps 
to Beauty Shops 


Akron, O., July 2—The B. F. 
Goodrich Rubber Company has 
met with considerable success 
in selling bathing caps through 
beauty shops, getting distribu- 
tion through jobbers of beauty 
supplies. The higher class 
shops have been especially en- 
thusiastic over the new line. 

Display material, based on 
the size of its purchase, is pro- 
vided each shop. 


and provide letters of introduction. 

“Endeavor to get dealers to make 
window and counter displays, but we 
cannot undertake to install displays. 

“Endeavor to educate the dealer in 
better merchandising methods and to 
insist that advertised goods be fur- 
nished customers rather than ‘just 
as good’ substitutes. 

“We will not deviate from our 
printed rate nor grant free space in 
the form of display or reading 
matter. ; 

“Send out letters announcing ad- 
vertising campaigns unless cost of 
writing and mailing is borne by ad- 
vertiser or agent, and in no event 
will we send out letters over our 
signature endorsing any merchandise 
as against competing merchandise. 

“Furnish broadsides, except at the 
cost of production. 

“Attempt to sell merchandise.” 

Other members of the committee 
of the Southern Newspaper Pub- 
lishers’ Association, which was ap- 
pointed a year ago, are George Big- 
gers, of the Birmingham News and 
Herbert Porter, Atlanta Constitu- 
tion. 

Howell New Leader 


Clark Howell, of the Atlanta Con- 
stitution, was elected president of 
the association, succeeding J. S. 
Parks, of the Fort Smith (Ark.) 
Times-Record, who becomes chair- 
man of the board in place of the late 
Robert Ewing, of the New Orleans 
States. 

Walter C. Johnson, of the Chat- 
tanooga News, was re-elected treas- 
urer and Cranston Williams, of 
Chattanooga, secretary-manager. 

C. C. Carr, St. Petersburg Times, 
was elected a director for Florida, 
succeeding L. C. Brown, St. Peters- 
burg Independent; H. V. Jenkins, 
Savannah News, for Georgia, suc- 
ceeding the new president; Emanuel 
Levi, Louisville Courier-Journal, for 
Kentucky, succeeding W. B. Hager, 
Owensboro Messenger and Inquirer; 
H. Galt Braxton, Kinston Free 
Press, for North Carolina, succeed- 
ing Don S. Elias, Asheville Citizen 
and Times; and M. Botts Lewis, 
Clifton Forge Review, for Virginia, 
in the place of Powell Glass, Lynch- 
burg News and Advance. 

The following resolution, offered 
by Mr. Braxton’s general advertis- 
ing committee, was adopted: 

“First, that radio programs be 
classified as paid advertising and so 
marked. 


“Second, that all propaganda mat- 


ter from whatsoever source be more 
carefully scrutinized and edited and 
more often referred to the advertis- 
ing department for solicitation pur- 
poses. 

“Third, that we not succumb so 
often to the appeal for special privi- 
leges on the ground that ‘everybody 
else has granted them.’ 

“Fourth, that the integrity of our 
rate cards be more carefully safe- 
guarded. 

“Fifth, that we apply a higher 
ethical standard in passing upon ad- 
vertising and that ‘cash with order’ 
not be the sole requirement for ac- 
ceptance of questionable matter.” 

This committee reported that “the 
thing we need most now is a more 
complete and quick picture of 
sources and methods of circulation 
than is now available. 

“Tt seems to me that strong pub- 
lishers, advertising agencies and ad- 
vertisers should combine to bring 
this about. This would give A. B. C. 
reports an even greater value than 
they have today. Advertising 
agencies as a whole are solidly be- 
hind the A. B. C. and would deeply 
regret any weakening of it and even 
resent any withdrawal from it on 
the part of individual publishers.” 


Get the Preference 

Mr. Braxton quoted a number of 
agencies as indicating that in case of 
doubt between papers in the same 
city, preference goes to A. B. C. 
members. 

“Your officers concur heartily in 
the view that the less legislation 
affecting advertising, the better off 
newspapers are going to be in the 
end. 

“They do not approve of such sug- 
gestions as prevailed in the Pennsyl- 
vania Press Association, which pro- 
posed to legislate against movie 
advertising, nor to other suggestions 
that the newspaper advocate special 
license taxes on outdoor advertising 
and other mediums. 

“The persistency of certain gen- 
eral advertisers to beat down rates 
and come in the back door in the 
guise of retail advertisers has been 
watched carefully. We have been im- 
pressed with the fact that where 
publishers have had the courage to 
say no, in the majority of cases they 
have gotten the business through 
regular channels. 

“One member of our committee did 
not concur in the report of the spe- 
cial committee on rate differential. 
He thinks there is a lack of consist- 
ency in the newspaper advertising 
rate card, and publishers should en- 
courage rather than discourage gen- 
eral advertisers in participating in 
the advertising appropriations for 
local advertisers carrying their 
products. 


Other Recommendations 

“We have had the press agencies’ 
releases in ever increasing numbers. 
Your committee has no better rec- 
ommendation than that which has 
often been made, ‘Consign the stuff 
to the waste basket.’ 

“Several prominent general adver- 
tisers through their respective 


agencies have continued to make 
proposals to newspapers that the 
volume of business placed by them 
justified a special rate. Your com- 
mittee has taken the position and 
recommends that where a flat rate 
is applicable to general advertising 
that all such demands of general ad- 
vertisers for special rates be 
denied.” 

The committee on advertising 
agents reported that 62 agencies are 
now on the approved list. Some of 
the largest in the country have 
failed to ask recognition. 

“Several inquiries have reached 
us,” said the report, “about the lia- 
bility of an advertiser to a publisher 
for advertising ordered by an agency 
where the advertiser has paid the 
agency but the publisher has not 
been paid. Considerable information 
has been compiled by the Association 
of National Advertisers and through 
the courtesy of that organization, 
this data was made available to 
those inquiring. 

“In addition, the American Asso- 
ciation of Advertising Agencies has 
furnished pertinent information and 
taken the position that the agency is 
responsible for the business ordered. 

“This subject is mentioned at this 
time because of frequent inquiries 
about the provision being put in ad- 
vertising orders of the Lynn Ellis 
group of agencies that the advertiser 
may under certain conditions be held 
responsible by the publisher for ad- 
vertising ordered by the agency for 
the advertiser.” 

Urey Woodson, chairman of the 
legislative committee reported that 
while the McMillan bill failed to get 
favorable action at the last session 
of Congress, efforts will be renewed. 
The bill provides for the following 
amendment to Section 213 of the 
federal laws: 


Would Lift Restrictions 


“This section shall not apply to a 
newspaper, circular, pamphlet, or 
publication of any kind if the mat- 
ter published is in respect of a lot- 
tery, gift enterprise, or scheme of 
any kind offering prizes dependent 
in whole or in part upon lot or 
chance, which is conducted by a bona 
fide business owned or operated by 
an individual, partnership, associa- 
tion, or corporation, and is incidental 
to the promotion of that business 
and is not a business in itself, or 
which is conducted by a bona fide re- 
ligious. or charitable organization.” 

Mr. Woodson said it is considered 
certain that the bill to bring radio 
lottery advertising under the same 
regulations as provided for news- 
papers in the mails will be passed 
by the next Congress. 

P. T. Anderson, chairman of the 
traffic committee, reported that sev- 
eral bus lines are offering to ex- 
change transportation in interstate 
travel for advertising, which cannot 
be done by the railroads under exist- 
ing laws. 

In his annual report as president, 
Mr. Parks said 62 newspapers have 
subscribed to the protection fund 
created for emergencies at last 
year’s convention. 

He commented on the fact that 
while 10,000 companies have been 
classified as national advertisers, 
four-fifths of the 1929 volume of 
newspaper advertising of $260,000,- 
000 was placed by 214 agencies for 
514 advertisers. 

“Is national advertising suspended 
by a cord flimsier in texture than 
we ‘had ever supposed it to be?” he 
asked. 

Secretary Cranston reported the 
association now has 198 members, a 
net gain of one during the year. 

Special tribute was paid to the 
late Robert Ewing, of the New Or- 
leans States, and the late Major E. 
B. Stahlman, of the Nashville Ban- 
ner. 


Revise Definitions 


for Bread, Macaroni 


The Department of Agriculture 
has announced a tentative revision 
of the Federal definition for milk 
bread requiring all the liquid used, 
instead of one-third, to be milk or its 
equivalent. 

New definitions are also proposed 
3 _macaroni, spaghetti and vermi- 
cell. 
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July 4, 1931 ADVERTISING AGE 


58 agencies . . . 92 advertisers 


Place $1,521,677 in 
New Liberty Orders 


Within 60 days of April 1, 1931" 


oy 
ni 


yes spring of the year is not popular for list making. —but they’re primarily investing in a magazine that pays 


The spring of 1931 is not popular for planning ex- record result dividends NOW. They may be counting on 
penditures. But the biggest publishing news in a score of a ground floor entry to a coming advertising medium—but 
they’re spending this year’s money in the magazine asked 
for by more READERS #oday than any other magazine in 
the world. They may feel that they can soundly lay the 


foundations for a new campaign of cumulative effect —but 


years came in the spring of 1931 and has been followed by 
92 advertisers checking their lists to include Liberty. Within 
60 days after the announcement of Liberty’s acquisition 


by Macfadden Publications, Incorporated, 58 advertising 


agencies have placed $1,521,677 worth of orders with they’re buying more circulation in the money centers of 


Liberty. 


It is reasonable to suppose that these orders are more 


than a gesture of confidence in the new management. Ex- 


pressions of faith in the Macfadden business policies have 


been widespread; but faith can butter no 1931 advertiser's 


bread. Letters of encouragement have followed the an- 


nouncement that Liberty will continue to publish the best 


authors and illustrators, with the tenets of good taste ever pata- 


mount; yet encouraging opinions cannot justify an expendi- 
ture of $1,521,677 to 92 hard-bitten boards of directors. 


These advertisers and their agencies may be buying futures 


25,000 population and over, this week and the next, and 
the next, than they can buy through any other magazine 


.in America. 


New 1932 paper stock, reinstated color opportunities, 
greater editorial strength than ever before, make Liberty the 
cynosure of all far-seeing eyes. But Liberty’s every-member- 


of-the-family coverage at one-half to two-thirds the rate-per- 


page-per-thousand of other leading magazines makes Liberty 
a 1931 bet that can’t be overlooked by advertisers fighting 


the battle for 1931 profits. 


*When Liberty was acquired by Macfadden Publications, Incorporated. 


N. W. Ayer & Son, Inc. 

Batten, Barton, Durstine & Osborn, Inc. 
Behel & Harvey, Inc. 
Blackett-Sample-Hummert, Inc. 
Campbell-Ewald Co., Inc. 
Cecil, Warwick & Cecil, Inc. 
Collins-Kirk, Inc. 

Cowan & Dengler, Inc. 
Critchfield & Co., Inc. 

Dauchy Co., Inc. 

Empire Advertising Service 
Erwin, Wasey & Co. 

Faxon, Inc. 


Federal Advertising Agency, Inc. 


THE 58 ADVERTISING AGENCIES 


Ferry-Hanly Advertising Co., Inc. 


R. A. Foley Advertising Agency, Inc. 


Franklin Advertising Agency 
Guenther-Bradford & Co., Inc. 
Gundlach Advertising Co. 
Hanff-Metzger, Inc. 

Hommann, Tarcher & Sheldon, Inc. 
Hughes, Wolff & Co., Inc. 

Dillard Jacobs Agency, Inc. 

H. W. Kastor & Sons Adv. Co., Inc. 
Joseph Katz Co. 

J. L. Keenan Advertising Agency 
Kling-Gibson Co. 

Long Advertising Service 


Lord & Thomas and Logan 

George H. MacDonald, Ltd. 
Matteson-Fogarty-Jordan Co., Inc. 
McCann-Erickson, Inc. 

McJunkin Advertising Co., Inc. 
Mitchell-Faust-Dickson & Wieland, Inc. 
Carroll Dean Murphy, Inc. 


The Newell-Emmett Co., Inc. 
Mark O’Dea & Co. 

Peck Advertising Agency, Inc. 
Louis C. Pedlar Corp. 

Pedlar & Ryan, Inc. 
Porter-Eastman Co., Inc; 

John O. Powers Co. 


John F. Murray Advertising Agency, Inc. 


Frank Presbrey Co., Inc. 

The Procter & Collier Co., Inc. 
Redfield-Coupe, Inc. 
Reincke-Ellis Co., Inc. 

Ross Advertising Co., Inc. 
Ruthrauff & Ryan, Inc. 
Shaffer-Brennan Advertising Co. 
Franklin P. Shumway Co. 
Small, Kleppner & Seiffer, Inc. 
G. Lynn Sumner Co. 

J. Walter Thompson Co., Inc. 
Thompson-Koch Co. 

Mason Warner Co., Inc. 
Williams & Cunnyngham, Inc. 
Young & Rubicam, Inc. 
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ADVERTISING AGE 


July 4, 1931 


Appoint Committees 
for Rochester Club 


Frank R. Otte, president of the 
Rochester Advertising Club, has 
named 11 new committees for the 
year, the chairmen and vice-chair- 


men being: 
Affiliation, David Bellamy and 
Frank P. Amsden; “Bumblebee” 


business management, C. A. Parmen- 
ter and A. W. Sergeant; “Bumble- 
bee” editorial, Edward P. Harrison 
and Fred M. Dorris; Christmas 
party, John P. Street and William 
R. Hill; club rooms, Oscar L. Niles 
and R. I. Beale; 

Crackers and Milk Club, Roy A. 
Duffus and Howard V. R. Palmer; 
educational, David W. Duffield and 
Milton G. Silver; music, Arthur M. 
See and Ralph Dublin; entertain- 
ment, Hoyt S. Armstrong and Fred 
M. Dorris; membership, Arch Mce- 
Glashan and Frank H. Fisher; 
sports, William R. Tuttle and John 
W. Remington. 


*HANJON: 


Electrical Transcription Service 


SUSTAINING PROGRAMS... . 
For lease to radio stations, and 
available to advertisers and ad- 

| vertising agencies who require 


distinctive programs for spot 
broadcasting. Several complete 
series now ready. 


SPONSORED PROGRAMS... . 
Built to order for National or 
Territorial advertisers. Our service 

complete from the creation of 
the original idea and includes the 
wopacing. recording and distribu- 
mn, 


STATION REPRESENTATION . . 
Of interest to radio stations and 
advertisers alike. We arrange the 
booking of station time for adver- 
tisers or agencies and_ represent 

radio stations in our o 8. 


Full commission to advertising 
agencies. 


2 
THE HANJON COMPANY 
Incorporated 


755 Seventh Ave. 


New York City, N. J. 
Phone Circle 7-3833 


Right Now 


is the time to weigh 
well the significance of 


A 
SELLING 
POWER 


of 


BILLIONS 


in the Textile, Apparel 
and Related Industries 


Fairchild Publications 
8 E. 13th Street, New York, N. Y. 


In an age 
when speed 
is paramount — 
the Outlook 
delivers 
edited news 
faster than 
any magazine— 
published 
in America. 
* 
Let us 


prove 
as 


COAST CLUBS 
WILL BE 12TH 
DISTRICT, A.F. A. 


Long Beach, Cal., July 2—The 
long disagreement between the Pa- 
cific Advertising Clubs Association 
and the Advertising Federation of 
America came to an end at the an- 
nual meeting of the former when it 
adopted a resolution providing for 
re-affiliation with the major organi- 
zation. 

Under the new plan, the P.A.C.A. 
will become the 12th District of the 
A. F. A., and 50 per cent of the 
money it pays the A. F. A. will be 
spent on the 12th District. 

The Pacific Coast clubs elected 
Roy Hunter, of Vancouver, B. C., 
president and completed this tribute 
by selecting Vancouver for the 1932 
meeting. Other officers: 

Vice-president at large, Lila Ar- 
nold, Seattle; vice-presidents, Sam 
Chernes, Walla Walla, Wash., Harry 
Royer, Sacramento; secretary-treas- 
urer, Phil Battelle, Los Angeles, 
re-elected. 

The 100,000 Group of American 
Cities held a meeting during the 
convention, Leslie Barton, managing 
director, presiding. 

Mr. Barton also addressed the 
P. A. C. A., as did A. O. Bucking- 
ham, advertising director of Cluett, 
Peabody & Co. G. L. Burt, advertis- 
ing manager of the Long Beach 
Press-Telegram, Walter Folger, vice- 
president of the Pacific Telephone & 
Telegraph Co., and others. 

A debate on chain stores also en- 
livened the meeting. 

The advertising exhibit was one 
of the outstanding features. It is 
unusual in that it represents the 
best Pacific Coast advertising talent. 
Each local club selects its best in 
competition for display at the major 
gathering. Each exhibitor is limited 
to a 300-word exposition of the ob- 
jective of his advertising and the 
route taken to reach it. 


Prizes were awarded as follows: 

Food Products (non-retail) 
Salmon Packers, Seattle, 
Wasey Co., Seattle. 

Household Products (ncn-retail), Unger & 
Watson Co., Angeles, agency, Dan 
Miner Co. 

Clothing (non-retail), J. T. Hardeman Hat 
Co., Seattle, agency, Izzard Co. 

Miscellaneous (non-retail), Wilshire Oil Co., 
Los Angeles, Dan B. Miner Co. 

Department Store, Emporium, San Fran- 
cisco. 

Women’s Specialty Store, 
Store, Stockton. 

Men's Specialty Store, Desmond's, Los An- 
geles. 

Any store in a community of 100,000 or less. 
Musa Schiya, shirt maker, Mellon Assn., 
Honolulu 

Homes and Real Estate, Meyer Bros., Oak- 
land, Ryder & Ingram. 

Home Furnishings, Cheesewright Studios, 
Anita Jesse Adv. Agency, Pasadena. 

Miscellaneous (retail), Sherman Clay Co., 
San Francisco, Elmier Goldsmith. 

Community Adv. Campaign costing $150,- 
000 up. Californians, Inc., Lord & Thomas 
and Logan, San Francisco. 

Community Adv. Campaign, less than $150,- 
000, San Diego, California, Club, Norman R. 
Barnes Co. 

Travel Advertising, So. Pac. Co., Lord & 
Thomas and Logan, San Francisco. 

Bank; Commercial or Savings, 
America, San Francisco. 

Bank—Trust & Escrow Dept., Wells-Fargo 
Bank, Trust Dept., San Francisco. 

Financial—Stocks and Bonds, Guaranty 
Bldg., Loan Assn., San Jose, L’Evelyn & 
Wadsworth. 

Financial—Advisory Service & Institutional, 
Marine Bank Corpn., Seattle, J. William 
Sheets. 

Public Utilities—Service—Institutional, Los 
Angeles Gas & Electric Corpn. 

Public Service—Retail, Sales, Appliances, 
etc., Southern Counties Gas Co., Los Angeles. 

Newspaper Promotion for Display, 
Angeles Examiner. 

Newspaper Promotion for Classified, Los 
Angeles Examiner. 

Newspaper Promotion for 
Stockton Independent. 

Direct Meil—Booklets, Folders, Broadsides, 
ete., California Spray Chemical Co., Oakland. 

Direct Mail—Letters, Guy T. Burroughs, 
Burroughs, Inc., Los Angeles. 

House Organs, S. F. Recorder. 

Street Car Advg., Los Angeles Soap Co. 

Outdoor Advg., Utah Gas & Coke Co., Wasa- 
ratt Gas Co. 

Farm Paper Advg., Pioneer Hatchery, Peta- 
luma, Hamman-Lesan Co., San Francisco. 

Trade Publication Advertising, Universal 


Association 
agency, Erwin 


The Wonder 


Bank of 


Los 


Circulation, 


OUTLOOK 


and Independent 


Meter, James Houlihan, Oakland. 

Dealer Helps and Window Displays—Cut- 
outs, Posters, Printed Matter, etc., Assoc. Oil 
of San Francisco, Lord & Thomas and Lo- 
gan, San Francisco. 

Window Displays of Mdse. (photographs of 
Store Windows), C. C. Anderson Co., Boise, 
Idaho, A. A. Hamilton, Display Mgr. 


REPEATS 


A___ 


. History repeated itself when the 
Los Angeles Gas & Electric Corp. 
won the P. A. C. A. award in its class. 
Eugene P. Ramsay, advertising man- 
ager, has made this a habit for sev- 
eral years. 


Finish Study 
of Overlapping 
of Circulation 


New York, July 2—A new analy- 
sis of overlapping in circulations of 
general magazines has been pub- 
lished by the American Association 
of Advertising Agencies. 

Sixty magazines are included in 
the study. Amount and percentages 
of overlapping are given for 58 pub- 
lications each in combination with 
each of the others and for 2 publica- 
tion in combination with a portion 
of the 58, making a total of 1,684 
pairs of magazines. Subscriber lists 
furnished by the magazine publish- 
ers and personal interviews to check 
variations in different parts of the 
circulations were the basis. 

This is the second analysis of over- 
lapping in circulations of general 
magazines made by the association. 
The previous report was published 
in 1927. It contained figures on 159 
pairs of magazines, treating only the 
more important combinations. 


To Sell Book 
The American Association of Ad- 


B.| vertising Agencies felt this work 


should be done for the benefit of ad- 
vertising as a whole and has decided 
to supply copies at $25 each to all 
who can properly use them. 

The present report, which corrob- 
orates results obtained in the first 
study, was based on complete sub- 
scription lists for 205 communities, 
with the exception of three larger 
cities, for which only a part of the 
list was requested. These cities and 
towns were scattered geographically 
and as to size throughout the coun- 
try. The total number of subscriber 
names used was 370,738. 

Supplementary information was 
obtained by personal interviews at 
the homes of 5,524 additional fami- 
lies, the purpose being to ascertain 
relatives rates of duplication for the 
newsstand circulation. 

Both studies indicate that the rate 
of duplication for newsstand circula- 
tions is somewhat different, usually 
lower, as compared with subscrip- 
tions. 


Chain Tax Dies 
at Eleventh Hour 


The Wisconsin chain store tax, 
amended to impose a graduated rate 
of from $3 to $25 per store, and ap- 
proved by both branches of the leg- 
islature, died June 27 as the result 
of a mistake. 

Governor La Follette discovered 
an error in the printing of the bill 
and returned it to the Senate for 
correction. Adjournment was taken 
without action. 


Start Campaign on 
Low-Price Oil Burner 


The Williams Oil-O-Matic Heat- 
ing Corp., Bloomington, IIl., will re- 
lease an introductory campaign on 
a new low-price oil burner July 15 
through the Roche Advertising 
Agency, Chicago. 

Ten 800-line advertisements will 


‘appear weekly in 100 newspapers. 


BUDGET BOOK 
STARTS FLOOD 
OF INQUIRIES 


Piggly-Wiggly Copy Stresses 
Success Theme 


Cincinnati, Ohio, July 2.—The 
Piggly-Wiggly Corporation’s cam- 
paign in women’s magazines, which 
links a story of economy with the 


“If you really want 
to help your husband” 
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part played by a wife’s good man- 
agement in her husband’s success 
and the offer of a free budget book, 
has pulled an average of 40,000 di- 
rect responses a month at a space 
cost of 40 cents each. 

The advertising began in the 
February issues of Good Housekeep- 
ing and the Woman’s Home Com- 
panion, which were _ alternated 
monthly with The Delineator and 
The Ladies’ Home Journal. Though 
all insertions are in one color the 
average cost per month for space is 
$16,000. 

The Piggly-Wiggly Corporation 
itself does not operate retail stores, 
but sells territorial franchises and 
renders a merchandising service to 
the holders. At present there are 
3,000 stores operating in 900 cities 
in 42 States. 

In addition to selling Piggly-Wig- 
gly foods to the country’s house- 
wives, the campaign is designed to 
create demand for the Piggly-Wig- 
gly franchise in open territories. It 
was for this reason national maga- 
zines are used. The advertising has 
helped close a number of new con- 
tracts, including one in the Phila- 
delphia area involving 1,000 units 

Quote Successful Men 

Building up the advertisements 
from the remarks of business lead- 
ers gives them a testimonial flavor. 

Those so far quoted include A. G. 
Simmons, president, Simmons Com- 
pany; Capt. Robert Dollar, chair- 
man of the board, Dollar Steam- 
ship Lines; Horace Wanamaker, and 
Carl Laemmle, president, Universal 
Pictures Corporation. 

Their remarks do not specifically 
mention groceries. or the Piggly- 
Wiggly stores, but the treatment of 
the general subject of household 
management becomes a forceful sell- 
ing message when incorporated in 
the advertisements. 

Moreover, whatever is lost through 
the inability of these men to come 
directly to the point, is more than 
made up by the context. 

This implies  multi-millionaires 
are boosted up the ladder of success 
with a market basket held in their 
wive’s hands, and that Mesdames 
Simmons, Dollar, Wannamaker, et 
al., still spend a profitable 15 min- 
utes each morning in study of the 
swinging Piggly-Wiggly price tags. 

Layouts give prominence to the 
pictures of the subjects quoted, and 
a meaty phrase is lifted from their 
remarks to make the headline. Ex- 
amples are: 

“Many a man can thank his wife 

. -” “If you really want to help 


EDITOR AT 19 


old, Florence Bergmann has won 
her spurs in the Hearst business 
paper division, New York. In the 
absence of Philip H. Van Itallie, 
who is touring Europe, the young 
associate editor is in full charge of 
“Aromatics,” and doing a fine job. 


your husband...” “... this new 


job in the home...” “You'll find 
a successful wife .. .” 


Offer Budget Book 


The offer of the budget book is 
buried in the concluding part of the 
advertisement, and the omission of 
rules to guide the scissors makes the 
coupon inconspicuous. 

The coupon says the book may be 
secured either from Cincinnati or 
the nearest Piggly-Wiggly store. In 
the latter case, the coupon is for- 
warded to Cincinnati by the store 
manager, and the book is mailed 
from there. 

The reason for the budget book, 
the copy explains, is to make it easy 
for the housewife to keep a record 
of her food purchases at Piggly- 
Wiggly and other stores for pur- 
poses of comparison. The book is 
modeled after one selling at retail 
for 50 cents or more, the cost in 
this case having been reduced by a 
paper cover. The book contains only 
about half a page of Piggly-Wiggly 
advertising. 

According to R. K. Dilling, sales 
promotion and advertising manager, 
results have been so satisfactory it 
is likely the campaign will be con- 
tinued for the rest of the year. The 
Cincinnati office of the J. Walter 
Thompson Company is in charge. 


Promote Thornburg 

Winston H. Thornburg, who re- 
cently came from the Pacific Coast 
to join the Hecker H-O Company’s 
advertising department, has been ap- 
pointed advertising manager of the 
Buffalo concern. 

Lawrence Tremaine has been ap- 
pointed sales manager. 


Boost Appropriation 

Ludens, Inec., Reading, Pa., will 
spend more money for advertising 
its cough drops and candies than 
ever before, the company announced. 
The Richard A. Foley Advertising 
Agency, Philadelphia, handles the 
account. 


Hold Radio Show 
A receiving set equipped with 
short-wave apparatus for picking up 
foreign stations was one of the fea- 
tures of the show staged by the Phil- 
adelphia Radio Distributors’ Board 
of Trade. 


$10 Down on Golf Clubs 

A. G. Spalding & Bros., New 
York, have announced the sale of 
golf clubs on instalments. A $10 
deposit will start one playing with 
a set of Cushion Neck irons. 


de Montluzin Elected 
A. de Montluzin, formerly of the 
General Outdoor Advertising Co., 
has been elected vice-president of 
Outdoor Advertising, Inc., the new 
sales organization. 


Name Redfield-Coupe 
Charles F. Mattlage & Sons, pack- 
ers of Honey Moon orange juice and 
You-All French dressing, have 
placed their account with Redfield- 


‘Coupe, New York. 
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July 4, 1931 


ADVERTISING AGE 


BUSINESS T00 
CARELESS WITH 
NEW MATERIAL 


New York, July 2.—Advertising 
men who are fond of criticising 
colleges had the tables turned on 
them at the recent meeting of the 
National Association of Teachers of 
Marketing and Advertising by Paul 
T. Cherington, director of research 
of the J. Walter Thompson Com- 
pany, and Alfred T. Falk, director 
of research and education for the 
Advertising Federation of America. 

Mr. Cherington referred to the 
complaints of business men _ that 
college graduates are not well fitted 
to their business. This is probably 
more the fault of business than o71 
the college men, Mr. Cherington 
suggested. 

Two important causes of business 
failures, he said are the inroads of 
time on the efficiency of personnel 
and the neglect of adequate provi- 
sion for the infusion of young blood. 

“Colleges may be doing a not 
wholly satisfactory job,” he said, 
“but their product has youth, hope, 
energy, a certain amount of vision 
and occasionally a serviceable mind. 

“When business has its way with 
them for a short time, only the 
toughest-fibred have energy. Nearly 
all the other youthful qualities are 
gone. The really pertinent question 
is why business makes no better use 
of the priceless qualities brought it.” 


How It Works 


Mr. Falk extended this principle 
by asserting business executives 
place too high a value on an em- 
ploye’s ability to sell his own serv- 
ices, regardless of the duties to be 
performed. 

If a man is applying for a posi- 
tion as copywriter, research man, or 
media specialist for instance, the 
test for salesmen is clamped on him. 

“To be of greatest value to his 
employer, he should not be a good 
salesman,’ commented Mr. Falk, 
“but if he isn’t he probably will 
never get into the higher salary 
bracket. The big boss waits for his 
subordinate to distinguish himself, 
not by doing excellent work in his 
own job, but by selling himself to 
his employer.” 

Mr. Falk discussed the relation of 
advertising to business recovery. 

“Too many economists think of 
advertising merely as a competitive 
weapon having no other effect than 
to help determine who gets the avail- 
able business,” he said. 

“To agree with this view one 
would have to subscribe to the 
theory that advertising is really an 
economic waste, for if it does not 
increase the total volume of pur- 
chases then it surely has no very 
great economic effect other than to 
add advertising to the already high 
total cost of distribution. This theory 
has been disproved, both statistically 
and by logical reasoning. 

“Probably every one of us could 
trace the cause of at least some of 
our purchases to the instigating 
force of advertising copy. This ap- 
plies not only to where we bought 
the article but to our decision to buy 
it at all.” 


Fix Margarine Levy 


The North Carolina Commission 
of Agriculture has placed the tax 
on oleomargarine at $1,000 for man- 
ufacturers and $100 for distributors. 
The new law prohibits selling oleo- 
margarine colored yellow. 


Sells Candy Paper 


George U. Harvey, publisher of 
the International Confectioner, es- 
tablished by his father 40 years ago, 
has sold the paper to the Tobacco 
Leaf Publishing Co., New York. 


Plan Muffler Copy 


The Porter Corporation, Boston, is 
planning a consumer and trade cam- 
paign for F. E. Berry, Jr., & Co., of 
that city, maker of window mufflers. 


WHERE GOODS ARE CONSUMED 
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—The Business Week 


Based on the 1929 census, this chart shows the origin and value of all domestic products 
at the point of production and in which major markets they are eventually consumed. 


“ALL WRONG” 


A, T. Falk 


Editors Watch 
Advertising for 


_ Flash of Genius }|> 


New York, July 2.—A clew as to 
why copy written by a copywriter 
for the public seldom pleases the big 
boss was given at the Conference on 
Vocational Training for Advertis- 
ing. 

“Several years ago,” explained 
Frank Crowninshield, editor of 
Vanity Fair, “Collier’s decided to 
get eminent business leaders to write 
about their particular fields, includ- 
ing Harriman on railroads, and 
Carnegie on steel. 

“When their copy reached the 
office no one could understand what 
it was all about. The copy was 
crude and illiterate.” 

Editor’s are constantly watching 
advertising copy for the spark of 
genius, Mr. Crowninshield said, and 
as an example told of reading this 
line: 

“ ‘Brevity is the soul of lingerie,’ 
said the camisole to the peignoir.” 

Mr. Crowninshield rushed to the 
advertising staff responsible for this 
copy and came up with Dorothy 
Parker. Others who switched over 
to the editorial sections of maga- 
zines after starting as copy men 
were Robert Benchley and P. G. 
Wodehouse. 


Flyosan on Air 

Flyosan, the insect spray recently 
acquired by the Bristol-Myers Com- 
pany, New York, will be placed on 
the radio by Benton & Bowles, New 
York agency. It will be spotted just 
after Amos ’n’ Andy and just before 
Phil Cook on Stations WJZ in New 
York and WBAL in Baltimore. Spot 
broadcasting will also be used. 


Start New Daily 


Hunter H. Golson has started pub- 
lication of the Birmingham (Ala.) 
Independent as a morning and Sun- 
day paper. 


Push Film Fight 


To push the fight on sponsored 
advertising films, P. S. Harrison, 
Reports, 
New York, has begun publication of 


publisher of Harrison’s 


“Harrison’s Contact,” a weekly. 


Agency for Momenta 


The Syer Corporation, New York, 
has appointed Churchill-Hall, Inc., 
of that city, to handle the advertis- 
_ of Momenta tablets for relief of 
pain. 


Stick to Ow 
Story, Advice 
of Association 


Detroit, Mich., July 2. — The 
American Oil Burner Association 
and the newly-formed dealer asso- 
ciation have taken a firm stand 
against disparaging references to 
competitors, Walter F. Tant, presi- 
dent of the Silent Automatic Cor- 
poration and of the association, said. 

“Even if such advertising is true,” 
said Mr. Tant, referring to one re- 
cent instance, “such tactics only 
demonstrate the _ short-sightedness 
of the advertiser. Such statements 
hurt the entire industry, and make 
it possible for other fields to step 
in and get the business. 

“It is not the desire of the asso- 
ciation to censor advertising. It does 
desire, however, to prevent the pub- 
lication of misleading statements 
and to confine the copy of members 
to pertinent facts about the specific 
product being advertised.” 


Appoint Mrs. Peters 


Mrs. Pauline B. Peters has become 
manager of the service detail de- 
partment of the Philadelphia office 
of Erwin, Wasey & Co. 


NOW READY FOR DISTRIBUTION 


MARKET DATA for AGENCIES 


instantly available, easy to find 


Advertising Agencies Say: 


“We have always found this 
book of considerable value. It is a 
distinct improvement in the new 
form.” 


“We shall make excellent use of 
this publication as we have in 
previous years. 


“For several years we have been 
keeping a complete file of these 
ooks, and we refer to them fre- 
quently during the course of the 
year. 


“If you did nothing more than 
collect, as you do, the important 
statistics compiled by the various 
business papers and by the Gov- 
ernment, the time saved us in 
making industry studies would be 
tremendous.” 


“This is one of the handiest vol- 
umes in our office and it is used by 
practically every member of our 
organization.” 


“The 1930 edition was passed 
immediately to our research de- 
partment. We find it informative 
and useful.” 


“We use the Market Data Book 
almost daily as we are constantly 
in need of information such as you 
furnish on markets and 
publications.” 


“We find the Market Data Book 
unusually handy and valuable for 
agency work, because it is totally 
unlike any other book on 
marketing.” 


“A\ll of us in this agency find the 
Market Data Book extremely 
valuable.” 


“It is a definite and valuable 
contribution to the problem of 
marketing. 


“The tables, graphs and distri- 
bution data preceding each classi- 
fication of publications is invalu- 
able, especially in preparing 
prospective schedules. 


“It is the most practicable and 
useful reference book of its kind 
we have ever seen. Your method 
of indexing publications makes it 


@ genuine time-saver. 


The Market Data Book 


channels. 


source book. 


circulations and rates. 


tising agencies. 


meets in an intensely practical 


way the everyday needs of the advertising agency and 
advertising department for information on a hundred major 
business fields. Here in concise, easy-to-find form »re data 
on the size of markets, the number of units in every business, 
the buying habits of trades and industries, and the trends 
that affect the sale of goods to industry and through trade 


The Market Data Book is the ideal quick reference 
It is compiled from more than a thousand 
sources, checked with government and other official figures. 


Here, in a single volume, are the results of innumerable 
independent market surveys, government census findings, and 
business facts obtained from authentic research organizations. 


Also, The Market Data Book contains a complete directory 
of business publications of the United States and Canada, 
carefully classified and indexed, giving all mechanical data, 


The Market Data Book, in its 1931 issue, the tenth 
edition, is the one indispensable reference book for adver- 


Use the coupon below to obtain your copy— 


CLASS & INDUSTRIAL MARKETING, 
537 South Dearborn Street, Chicago. 


Please enter my subscription to Class & Industrial Marketing for one 
year, for which | will pay $2.00 on receipt of your bill, and send me 
without charge the new 1931 edition of The Market Data Book. 
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ADV SERS TSINS AGE 


July 4, 1931 


Ble PLYMOUTH 
DRIVE BEGINS 
ON JULY SIX 


(Continued from Page 1) 


methods of presentation and demon- 
stration. 

“You must teach and keep on 
teaching to make sure that ‘float- 
ing power’ and the other attributes 
of the new car will be properly 
presented. 

“Give salesmen all of the picture. 
Tell the prospective salesman just 
what you expect of him and exactly 
what his training will be. If this 
scares him off, you are well rid of 
him.” 

The copy on the Plymouth Four 
asserts that while the industry has 
sponsored sixes, eights and other 
multi-cylinder engines, Plymouth en- 
gineers have worked unceasingly for 
a perfected four, the most econom- 
ical, the simplest and the most prac- 
tical of all internal combustion 
engines. 

The floating power theme is ex- 
plained by the assertion that Ply- 
mouth engineers have developed this 
quality by the use of only two rub- 
ber engine mountings, as compared 
with three or four ordinarily 
utilized. 

The rear rubber mounting is lo- 
cated in the cross member at the 
rear of the transmission. The front 
rubber mounting is located just un- 
der the water pump and is supported 
on a specially constructed triangular 
bracket attached to the front cross 
member. A line connecting the rear 
and front mounting points would 
pass through the center of gravity 
of the power plant. Thus the entire 
power plant is suspended in perfect 
balance. 

The campaign is in the hands of 
Advertisers, Inc. 

The Saturday Evening Post 
earried the teaser advertising. A 


Sell lowa with 


color 


in the 


DES MOINES 
REGISTER AND TRIBUNE 
Color any way you like it . . . one color 
and black in Daily or Sunday news sections 
. . « four colors in Sunday Rotogravure 
section . . . four colors in Sunday Comic 
and Feature Sections 


Circulation exceeds 245,000 
Daily and 210,000 Sunday 


For Dependable 
EDI Service ¢ 


r.a. RUSSO ihe. 


230 PARK AVENUE 
60 E. 42nd St. 250 W. 57th St. < 
V Anderbilt 3—99735-6-7 


HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres 
100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 
MULTIGRAPHING, MAILING 


PROVE IT! 


SHOW HIM THE LETTERS 
= your gl could o- skeptical prospects the 


you receive from satis 
fed customers, it would we. doubt and get 
orders. Do not allow testimonial — to lie idle 
in your flee give copies to you increase 
sales thru their use. Write fer" samples and prices. 
AJAX PHOTO PRINT CO., 33 W. Adams St., Chicage 


A Stable and Growing Field for 
2000 Years—The Christian Church 
Complete coverage in 
CHURCH MANAGEMENT 


Auditorium Building 
Cleveland - - - - - - « « Ohio 


the} & Co., 


DOUBLE-BARRELED WINDOW DISPLAY 


The latest window display of Bauer & Black, Chicago, has a double appeal. The right hand 
face tells of products made for the layman, while the left features those for physicians. 

The display is equipped with small shelves on which actual merchandise may be placed. Sil- 
ver, chrome yellow, dark blue, green and black are the colors utilized. 


page in the June 20 issue was left 
blank, except for the statement, “The 
smoothness of an eight, the economy 
of a four.” The message was re- 
peated a week later with the addi- 
tion of “Floating Power.” 

The following week the two 
phrases were repeated with the 
added words, “Free Wheeling’ and 
the signature of Walter P. Chrysler, 
president and chairman of the board 
of the Chrysler Corporation. 


Dealer Tie-Up 


Simultaneously with the appear- 
ance of the third teaser, an en- 
larged reproduction appeared in the 
windows of every Chrysler, Dodge 
and DeSoto sales room. 

Advertisers, Inc., believes the Ply- 
mouth advertising will reach practi- 
cally every English-speaking home 
in the United States. 

The opening of the actual sales 
drive will also be the signal for the 
appearance of 1,500 special flame- 
colored Plymouths in all parts of the 
country. They are trimmed in Capu- 
cine color, with silver lettering out- 
lined in blue. 

Some will be equipped with mir- 
ror-glass, a new invention which ap- 
pears to be a mirror from the out- 
side, but enables drivers and pas- 
sangers within the car to see almost 
as well as through plate glass. 
Every Chrysler Motors field man 
will travel in one of these cars for 
60 days. Many of them are equipped 
with broadcasting apparatus. 

Advance showings to automobile 
editors and writers were held in 
New York and Chicago. Dealers or- 
dered 12,000 new Plymouths in ad- 
vance of the initial announcement. 


Appoint Menken 

The Brown Company, New York, 
has appointed Menken Advertising 
Inc., to direct the advertising of 
ONCO Inner-sole and upper stock in 
the shoe industry; Nibroc and Fura- 
gel in the paper field, and other lines. 
Newspapers, magazines, trade papers 
and direct mail will be used. 


Degen with Agency 

Robert F. Degen has joined the 
service department of Erwin, Wasey 
New York. He was advertis- 
ing manager of George Borgfeldt & 

0., New York, for 11 years and 
mere recently was manager of the 
toilet goods division of Frederick 
Stearns & Co., Detroit. 


T. S. Coleman Dead 


Thaddeus S. Coleman, for many 
years advertising manager of Peck 
Brothers & Co., New Haven (Conn.), 
manufacturers of hardware, died in 
eo city June 20. He was 68 years 
old. 


Newspaper Error 
Significant in 


Trade-Mark Case 


Washington, D. C., July 2—That 
a newspaper which carried an adver- 
tisement for “Foot Preserver” Shoes 
became confused and made the copy 
read as an argument for “Arch Pre- 
server” shoes was held ample evi- 
dence of the probability of similar 
confusion among consumers in the 
case of the Trustees for the Arch 
Preserver Shoe Patents against 
James McCreery & Co. 

The Court of Customs and Patent 
Appeals upheld the former’s oppo- 
sition to registration of “Foot Pre- 
server” in a case which has been 
fought since Sept. 20, 1927. 

The newspaper, in attempting to 
correct its error, made the advertise- 
ment read simply “Preserver” shoes, 
it was testified. 

While there was some criticism of 
both marks because of their descrip- 
tive qualities, the Court held the 
probability of public confusion was 
the dominant factor. 

The Commissioner of Patents dis- 
missed the opposition of the Frigi- 
daire Corporation to registration of 
“Frigidized Fish’ by Nitterhouse 
Brothers, but at the same time held 
the latter’s proposed trade-mark to 
be descriptive and therefore not en- 
titled to registration. 

“It is inconceivable,” said the Com- 
missioner, “that any purchaser of 
‘Frigidized Fish’ would think they 
were produced by the Frigidaire 
Corporation.” 


Announce New Lines 
The Norwich Pharmacal Co., Nor- 
wich, N. Y., has announced two new 
lines. One is Sun Tan Oil and the 
other Unguentine Skin .Cream, for 
which Vaughn Flannery, of Young & 
Rubicam, designed the package. 


Joins Silberstein 
After many years with General 
Outdoor Advertising Company, Her- 
bert L. Steiner has become an ac- 
count executive with Alfred J. Sil- 
berstein, Inc., New York. 


Celebrate Jubilee 
The Marinette (Wis.) Eagle-Star 
published its diamond jubilee num- 
ber June 24. The paper has operated 
under the same management for 50 
years. 


Leaves N. C. R. 

E. P. Corbett, head of the sales 
letter department of the National 
Cash Register Co., Dayton, O., for 
several years, resigned July 1. 


Serious Advertising 


Favored in Contest 
The three major prize winners in 
the contest conducted by the Mid- 
Continent Petroleum Corp., Tulsa, 
Okla., favored serious as against hu- 
morous advertising. About 50,000 
letters were received, 55 per cent 
favoring serious copy. 
Eugene Carmichael, Cedar Rap- 
ids, Ia., won first prize of $1,000. 
M. C. Shipley is advertising man- 
ager. 


Westinghouse Expert 


Retires After 30 Years 

T. H. Bailey Whipple, literary 
critic of the advertising department 
of the Westinghouse Electric & Mfg. 
Co., East Pittsburgh, Pa., retired 
July 1 after almost 30 years’ con- 
tinuous service. 

Much of his writing on English 
and salesmanship has been accepted 
by both Westinghouse and many col- 
leges as standard text. 


Wisconsin Dailies 


to Bar Film Copy 

The Wisconsin Daily Newspaper 
League voted to exclude advertising 
of commercial films at a meeting in 
Milwaukee June 29. 

The League also decided to pub- 
lish radio programs, exclusive of 
local non-commercial programs, only 
at paid advertising rates. 


May Pool Radio 


The Department of Justice an- 
nounced July 1 that the defendants 
in the anti-trust suit against the 
Radio Corporation of America and 
other companies would “consider fa- 
= creation of an open patent 
pool. 


Critics Hail “Oh Glory!” 

Harford Powel, Jr., Boston adver- 
tising man, has made the critics ap- 
plaud with his new book, “Oh 
Glory!” It concerns a publicity- made 
hero. Bobbs-Merrill are the pub- 
lishers. 


“Columbia” Appointments 

Columbia, New York, magazine of 
the Knights of Columbus, has ap- 
pointed Raymond J. Ryan, Chicago, 
Mid-Western representative, and R. 
A. McCarthy, Cleveland, Ohio, rep- 
resentative. 


Describe Hosiery Market 

The Bureau of Foreign and Do- 
mestic Commerce has _ published 
“Latin American Markets for Amer- 
ican Hosiery,” which can be secured 
at any branch for 10 cents. 


Pick Shoe List 


Ingalls-Advertising, Boston, is 
planning a campaign for the Field 
& Flint Co., shoe manufacturers of 
Brockton, Mass. Newspapers, maga- 
zines, and trade papers will be used. 


KELLY REPLIES 
TO REPORT ON 
RESALE PRICES 


Washington, D. C., July 2.—The 
| Federal Trade Commission’s adverse 
report on resale price legislation 
evaded the fundamental issues in- 
volved, Representative Kelly, of 
Pittsburgh, said in a formal state- 
nent this week. 

Mr. Kelly termed the report “dis- 
tinctly disappointing to every be- 
liever in honest merchandising.” 

“The report contains half truths 
and false logic,” said his statement. 
“Twice in the past the Federal Trade 
Commission called upon Congress for 
resale price legislation. The present 
inquiry was made because the Com- 
mission found itself in an impossible 
position because of lack of legisla- 
tion. 

“Not a word of its report explains 
this complete change of front. Not 
a syllable gives a reason as to why 
the legislation so badly needed three 
years ago is unnecessary now. 

“The report sets up a straw man 
and then demolishes it. Much is 
made of the difficulty of providing 
governmental regulation of price 
agreements. 


Crux of Bill 


“That question is not involved 
since the agreements to be legalized 
are between independent manufac- 
turers in open and fair competition 
with other manufacturers of the 
same class, and their distributors, 
who are prohibited from acting in 
combination. 

“Fair competition is the regulator 
of prices under this plan and no 


volved. 

“The report states that 61 per 
cent of the manufacturers questioned 
expressed no preference, while 10 
per cent opposed resale price main- 
tenance. If that proves anything, it 
is that my contention, that the 
Capper-Kelly price bill is not a 
manufacturers’ bill, is correct. 

“As a matter of fact, 10 per cent 
and more of the manufacturers 
would oppose a measure which aims 
to permit the small maker of trade- 
marked goods to protect his good 
will by agreement just as the large 
manufacturers do by using agencies 
and consignments. Resale price 
agreements would mean more com- 
petition.” 


Whitney Promoted 
Charles E. Whitney, who has been 
with the Stuyvesant Publications, 
New York, for seven years, has been 
appointed advertising manager of 
Home & Field. International Studio, 
on which he has worked, will be 

merged with The Connoisseur. 


Resinol Goes Abroad 
The Resinol Chemical Co., Balti- 
more, manufacturer of Resinol Soap 
and Ointment, has appointed Jordan 
Advertising Abroad, New York, to 
handle its advertising in several for- 
eign countries. 


Agency for Hot Shot 
The Hot Shot Electric Products 
Company has appointed Gale & 
Pietsch, Chicago, to direct the adver- 
tising of its health lamp. Special 
advertising counsel and magazines 
will be used. 


Driscoll’s New Work 


Howard B. Driscoll, recently with 
Graves, McCleish & Campbell, New 
York, has become an account execu- 
tive with Donahue, Coe and Meyer, 
of that city. He will handle both 
general and financial accounts. 


Pay Extra Dividend 


The Corn Products Refining Co., 
New York, has declared an extra 
payment of 50 cents, in addition to 
the regular quarterly dividend of 75 
cents. Both are payable July 20. 


Is Outdoor Executive 
Malcolm Neibuhr has been elected 
a vice-president of Outdoor Adver- 
tising Inc., New York. 


governmental agency would be in-. 
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Stewart-Warner 
Introduce Sign 
of Many Uses 


Chicago, July 2—The Write-It- 
Yourself sign, an illuminated in- 
terior sign newly introduced by the 
Stewart-Warner Corporation, com- 
bines the qualities of a hand-lettered 
card and a permanent illuminated 
sign. The legend is written on the 
surface of the glass with colored 
crayon pencils, and the sign may be 
washed off and relettered as fre- 
quently as desired. 

The effect of a neon sign is ob- 
tained by reflecting the rays from 
a lamp in the base between two 
pieces of luster glass, the light be- 
ing deflected again when it strikes 
the crayon on the surface of the 
glass. 

The price of the 7x10 inch size 
is $7.50. It is made in several sizes 
and in easel and hanging styles. 

The new product is receiving at- 
tention from a number of national 
advertisers. Several who distribute 
through the same outlets are con- 
sidering using it as a co-operative 
dealer aid. In this case, the sign 
would be permanently lettered with 
the names of the products of the 
manufacturers sharing the cost, and 
space would be left for the dealer 
to write his current prices. 

Another national advertiser, man- 
ufacturer of a soft drink, is experi- 
menting with the sign as a premium, 
sharing the cost with dealers who 
buy in small quantities. This job is 
made up with half the space perma- 
nently lettered with the manufac- 
turer’s message, the other half being 
left blank for the dealer’s use. 


Club May Have 


Permanent Rooms 
The Advertisers Club of Cincin- 
nati has been offered permanent 
club rooms in the Hotel Gibson. 
The club will hold informal ses- 
sions every Wednesday noon, instead 
of adjourning during the summer. 


Retain Closure Account 

The Closure Service Corp., Toledo, 
will continue with the United States 
Advertising Corp., of that city, in- 
stead of going with the Sun Agency, 
as recently announced. 


Show Boosts Sales 
A three-day style show staged in 
Boston by the New England Curtain 
Manufacturers Association developed 
more than $1,000,000 in sales, Presi- 
dent John W. Conquest announced. 


“L’Opinion” Suspends 

L’Opinion Publique, French daily 
published at Worcester, Mass., for 
33 years, has suspended. Started as 
a tri-weekly in 18938, the paper be- 
came a daily in 1898. 


Agency in Pent House 

Reimers & Whitehill, New York, 
have left 285 Madison avenue for the 
42nd and 48rd floors of 295 Madison 
— an attractive pent house lay- 
out. 


Two Appoint Freud 
Covici-Friede, Inc., New York 
book publishers, and the Worcester 
(Mass.) Silk Mills Corp. have placed 
their advertising with the New York 


Walker Sells 
Agency; Joins 


Jewel Tea Co. 


Chicago, July 2—Following the 
sale of the R. F. Walker Advertising 
Agency, established in 1923, to 
Aubrey & Moore, Inc., of this city, 
Mr. Walker has joined one of his for- 
mer accounts, the Jewel Tea Com- 
pany, Barrington, Ill., as vice-presi- 
dent and director of sales. He suc- 
ceeds J. C. Regan, resigned. 


Other new Jewel Tea appointments 
are C. W. Kaylor, assistant sales 
manager; J. F. Schlipper, Kansas 
City district sales manager, and 
George Barrett, director of publica- 


tions, these men coming from with- 
in the organization. 


Among the accounts delivered to 
Aubrey & Moore are Montgomery 
Ward & Co. (spot radio), Chicago; 
Howard Radio Co., South Haven, 
Mich.; Delta Stoker Co., North Chi- 
cago; Cody Trust Company, Chicago; 
Stein Hall Mfg. Co. (foods), Chicago; 
and the Purity Bakeries Corp., Chi- 
cago. 


Pass Cigarette Tax 


The Ohio House has amended and 
passed a bill imposing a tax of 1 
cent on the sale of every 10 ciga- 
rettes. The amended bill, reducing 
wholesale licenses from $200 to $100 
and retail licenses from $50 to $25, 
has been returned to the Senate for 
concurrence. 


Agency for Zenith 


The Zenith Mfg. Corp., Milwau- 
kee, manufacturer of automobile 
accessories, has appointed Klau- 
Van Pietersom-Dunlap Associates, 
of that city. Trade papers and di- 
rect mail will be used. 


Get Transit Account 


James F. Newcomb & Co., New 
York, will use magazines, news- 
papers and radio for the Coastal 
Transit Co., a bus company formed 
Ne York by William H. Vander- 
ilt. 


Club Plans Outing 


The Cleveland Advertising Club 
will hold its annual outing at the 
Lakewood Country Club, July 10. 
An imposing array of prizes is 
available. 


Frigidaire in Jubilee 
The Frigidaire Corporation will 
celebrate its 15th anniversary jubi- 
lee in July and August with special 
advertising and sales campaigns. H. 
C. Jamerson is directing the event. 


McCahill Under Knife 


Charles F. MecCahill, vice-presi- 
dent and business manager of the 
Cleveland News, underwent an op- 
eration for appendicitis June 26. 
His condition is satisfactory. 


Joins Four A’s 


Van Sant, Dugdale & Corner, 
Baltimore, have joined the American 
Association of Advertising Agencies. 
Wilbur N. Van Sant heads the 
agency. 


agency of Morton Freud. 
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advertising 


‘was smaller than he expected? ... Advertisers and agents 
have become inured to the pain of paying $8,000 for a 


page of space. That’s standard. There’s a rule for it. The 


accounting department can look it up in the book—and 
it checks. But why should the typography of one page 
cost more than that of another? It’s the same size, isn’t 
it? —murder! police! stop thief! ... Other things aside, 
much of the big difference in cost is caused by ‘‘author’s 
changes’’—an author’s change being anything marked 
on the proof, except a typographical error. And the 
best way to avoid them is to employ a typographer with 
advertising sense, who gets it right the first time ... 
Is there such a typographer? Please have mercy on our 
modesty—spare our blushes. For we admit there is one 
—and we are it. And, as it is with Postum, Grape Nuts, 
Lux, Listerine, or something— ‘‘there’s a reason’’—real 
typographic skill at the top of the organization, an un- 
derstanding of what advertising is all about—backed 
up by the most completely equipped plant in New York, 
manned by men who are artists at heart ... We dare 
you to make us “‘prove it with proofs."* 


LEE & PHILLIPS, INC. 


228 EAST 45™ STREET, NEW YORK 


This advertisement is number § of a series, showing diversified design. Layout and typography by Lee & Phillips, Inc. 
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Ybry imetih 
Helps Demand 
for Whole Line 


New York, July 2—Concentration 
on a single low-priced item has car- 
ried the entire line of Ybry, Inc., 
cosmetic manufacturers, to success. 
The product stressed recently has 
been a lipstick, which women regard 
as a necessity, regardless of busi- 
ness conditions. The remainder of 
the line is perfumes. 


The regular retail price of the 
Ybry lipstick has always been $2.50, 
but by importing the pigment from 
France and manufacturing the cases 
in this country, the company found 
that if expected volume developed, 
the price could be reduced to $1. 

The advertising in class maga- 
zines, newspapers and over WOR 
featured this “amazingly low price 
for a French creation,” with the 
slogan, “Entrust your lips to Ybry.” 
Readers were also told they could 
buy the color which exactly matched 
their hair and eyes, or if they 
wished, harmonized with purse or 
gown. 

This plan won dealer as well as 
consumer approval. One of the New 
York stores staged a special Ybry 


KEEPS LIPS YOUNG 


Are you the kissing type? 
‘Who con tell? No one—if you use Ybry 
—the lipstick thet never betroys! Per- 
manent, smooth. Keeps lips soft, young 
—scented with the “world’s costliest 


YBRY, inc. Dept. M17, SO W. S?vh St, New York City 
Meare send me trol size Yory lipsnct— "Gc enclosed. 


Meme Address 


lipstick display in its handbag de- 
partment. 

The ensemble plan was furthered 
by the coupon offering a trial size, 
the buyer being asked to give the 


Classified 
Advertising 


A charge of 40 cents a line is 
made for advertising in this depart- 
ment, the minimum charge being $2 


REPRESENTATION 


Able publishers’ representative 
with New York office now handling 
only one publication desires one 
more worthwhile paper. Capable, 
intensive and intelligent coverage of 
Eastern territory assured. Highest 
references. Write, giving complete 
data and proposition to Adspec Pub- 
lishing Co., 114 E. 32nd St., New 
York. 


color of her eyes and hair, and the 
color being selected accordingly. 

Charles Prince, advertising and 
general sales manager, said the cam- 
paign prepared by Moser & Cotin, 
Brown & Lyons, was sq successfui 
the entire line has profited. 


1.07% 


during 1930—the 


Subscription 
renewals 


highest in 


the field—is positive proof of 
the highest degree of reader 


interest... 


AOS 


. AGAIN OVER 1929 


(The second paper shows a loss) 


net paid circu- 
lation in De- 


cember, 1930—the highest in 
our history—a net increase of 
9.2 per cent over a year 


ago 


. AGAIN OVER 1929 


(The second paper shows a loss) 


AO 


of these are 
directly identi- 


fied as hospital executives— 
the actual hospital buying 


power . 


A GAIN OVER 1929 


(The second paper shows a loss) 


Coverage, directed appeal, reader inter- 
est—as shown by these figures—all prove 
HOSPITAL MANAGEMENT the best, 
most economical and most effective 
medium to use in the hospital field. 


HOSPITAL MANAGEMENT 


The only hospital publication member both A. B. C. and A. B. P. 


537 South Dearborn Street 


Chicago 


ART STUDIO GOES MODERN 


The reception room of the Fawn Art Studios, Cleveland. 
The desk is elevated, while the walls are papered with aluminum 
foil. The ceiling is cerulean blue, studded with one-inch squares 


of polished aluminum foil. 


HARDWARE MEN 
REFUSE TO PLAY 
WITH UTILITIES 


Cleveland, O., July 2— Many lines 
formerly sold by hardware stores are 
being voluntarily abandoned by that 
trade and taken over by druggists 
and other retailers, it was agreed at 
the 32nd annual congress of the Na- 
tional Retail Hardware Association. 

“There is no greater need in the 
hardware trade,” said one speaker, 
“than the realization that fewer and 
better assorted lines are necessary 
to successful operation. The dealer’s 
records should show what lines to re- 
place and what to replace them with.” 

The convention paid its respects to 
jobbers who sell almost anybody at 
wholesale prices, asserting this is one 
of the: worst forms of competition 
dealers suffer from. 

The chief resolution adopted was 
one opposing retail sales taxes, and 
deploring mounting taxes in general. 

The convention rejected a resolu- 
tion urging hardware dealers to join 
local conferences and other co-opera- 
tive movements initiated by power 
companies. It favored a somewhat 
similar resolution, which, however, 
was tabled by the resolutions com- 
mittee. The first resolution read: 

“Recognition of the existence of 
uneconomic practices in appliance 
merchandising and determination to 
correct them as evidenced by the rec- 
ommendations of procedure by the 
American Gas Association and the 
N. E. L. A. to their respective mem- 
berships point the way to the solution 
of this troublesome problem and will 
justify hardware merchants in join- 
ing in the local conferences and other 
cooperative movements initiated by 
the power companies.” 


Didn’t Get By 


The resolution favored but which 
failed to pass the committee, said: 

“In view of the recent efforts of the 
American Gas Association and the 
National Electric Light Association 
with their own members to encour- 
age cooperation between dealers and 
themselves, it is recommended that 
when conferences are called with the 
object of cooperation, that dealers at- 


Coming 
Conventions 


Aug. 11-14. Associated Sign Con- 
tractors of North America at Mem- 
phis, Tenn. 

Sept. 14-17. Financial Advertisers 
Assn. at Boston. 

Sept. 28-Oct. 1. Advertising Spe- 
cialty National Assn. at Chicago. 

Oct. 4-6. Mail Advertising Service 
Assn. at Buffalo. 

Oct. 4-7. Insurance Advertising 
Conference at Toronto. 

Oct. 7-9. Direct Mail Advertising 
Assn. at Buffalo. 

Oct. 22-23. Annual meeting of A. 
B. C. at Chicago. 

Nov. 11-13. American Newspaper 
Publishers Assn. at Los Angeles. 


tend these conferences to study the 
best methods that can be employed 
to assist in more equitable distribu- 
tion of electric and gas appliances.” 

The convention’s action was in re- 
sponse to the statement of merchan- 
dising procedure submitted to the 
Electrical Merchandising Joint Com- 
mittee by the utility sub-committee 
at Atlantic City June 9. It embodied 
a recommendation that electric util- 
ity companies take the initiative in 
bringing about conferences with deal- 
ers in their localities to the end that 
mutually acceptable procedure be 
adopted to govern sales of electric ap- 
pliances. 

A similar resolution was adopted 
by the gas industry. 


Association Gives 
Plan for Advertising 


The National Restaurant Associa- 
tion, New York, has published “Pub- 
lic Opinion and Private Profits,” a 
6,000 word volume to guide its mem- 
bership in co-operative advertising. 

While no definite program is out- 
lined, the booklet recommends a co- 
operative campaign to reach those 
who are unresponsive to the appeals 
of individual restaurants. 


Publish “Debacleers’’ 

John J. Glenn and J. F. Bowers, 
Jr., publisher and editor, respec- 
tively, of Manufacturers News, Chi- 
cago, have compiled “The Debacleers’ 
Dictionary,” a thesaurus of fact and 
fable regarding those participating 
in the debacle of 1929-30. 
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